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With  the  devil  in  his  closet 
he  wrestled  with  the  demons  in  his  life. 
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To  scare  the  ones  who  bullied  him,  Alex 
Victorero  would  tell  the  boys  in  his  group 
foster  home  that  he  kept  Lucifer  in  his 
closet.  His  quick  wit  worked.  The  bigger 
boys  stayed  away  from  the  weird  kid. 

Alex  is  one  of  the  lucky  ones.  After  10 
years  in  Florida's  foster  care  system,  a 
system  that  creates  emotionally-scarred 
teen  parents,  addicts  and  criminals,  he 
has  a  future  most  kids  like  him  never  will. 
He  has  an  education,  a  job  and  the  hope 
of  becoming  a  musician.  All  it  cost  him 
was  his  childhood. 

In  March  2003,  Tallahassee  Democrat  staff 
writer  Tony  Bridges  and  photographer 
Craig  Litten  published  "Lost  in  Plain 
Sight,"  a  six-month  investigation  that 
explored  the  lives  of  five  former  foster 
children.  The  series  explained,  in  stark 
terms,  the  effects  of  the  Florida  foster 
care  system  on  the  life  of  a  child. 

And  while  it  took  the  bureaucrats  to  task, 
it  also  offered  ways  for  individuals  to 
make  a  difference  in  the  lives  of  Florida's 
at-risk  kids. 

We  at  Knight  Bidder  applaud  the 
Tallahassee  Dehnocrat  for  courageous 
reporting  that  brought  to  light  a  tangled, 
self-perpetuating  system  with  the 
potential  to  destroy  the  future  of  nearly 
40,000  children. 
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LETTERS 


KiWING  IS  HALF  THE  BATTLE 

IN  HIS  COLUMN  IN  MaY  (“WhAT  DiD 
We  Know?,”  p.  74),  former  Boston 
Globe  editor  Matthew  V.  Storin 
argued  that  the  press,  like  the  Bush 
administration,  had  not  sufficiently 
warned  people  about  the  pending  threat 
from  al  Qaeda  prior  to  9/11  —  a  stronger 
conclusion,  by  the  way,  than  was  con¬ 
tained  in  his  2002  study  on  this  subject 
published  by  the  Joan  Shorenstein  Center 
on  the  Press,  Politics  and  Public  Policy. 

In  his  column,  Storin  wrote  that  nei¬ 
ther  The  Washington  Post  nor  The  New 
York  Times  “or  any  other  paper,”  includ¬ 
ing  his  own,  the  Boston  Globe,  “made  the 
possibility  of  a  terrorist  attack  at  home  a 
dominant  story  at  any  time  before  9/11.” 

Having  spent  a  solid  18  months  prior  to 
the  9/11  attacks  investigating  the  al  Qae¬ 
da  network  and  the  threat  it  posed,  first 
for  the  Pulitzer  Prize-winning  series  in 
the  New  York  Times,  and  then  an  equally 
in-depth  series  in  the  Los  Angeles  Times, 

I  strongly  disagree.  Both  newspapers 
allocated  hundreds  of  thousands  of 
dollars  of  special  project  funds,  and 
generous  amounts  of  time,  to  pursue 
investigations  into  this  story. 

In  addition  to  the  January  2001  three- 
part  New  York  Times  profile  of  al  Qaeda, 
which  Mr.  Storin  called  “compelling,” 
Josh  Meyer  of  the  L.A.  Times  Metro  staff 
published  in  March  2001  a  special  report 
that  led  the  paper’s  front  page  with  a 
headline  warning  of  sleeper  cells  in  the 
United  States.  Just  two  months  before 
the  WTC  attack,  Meyer,  Bill  Rempel, 
and  I  wrote  a  stark  account  of  the  security 
threat  to  the  U.S.  homeland  posed  by 
al  Qaeda  that  also  led  the  paper.  The 
story  explained  how  Islamic  extremist 
cells  were  forming  that  had  “a  common 
objective:  to  kill  as  many  people  as  possi¬ 
ble  for  the  greatest  media  impact.”  It 
then  quoted  a  top  French  anti-terrorism 
official  expressing  surprise  at  the  Ameri¬ 
can  public’s  “low  level  of ...  awareness 
compared  to  the  high  level  of  the  threat” 


posed  by  al  Qaeda-affiliated  terrorists. 

I’m  surprised  this  skipped  Mr.  Storin’s 
attention.  The  same  year  the  Shorenstein 
Center  published  his  report,  it  also  named 
as  a  finalist  for  its  prestigious  Goldsmith 
prize  a  terrorism  series  containing  the 
two  L.A.  Times  stories  mentioned  above. 
The  citation  said  the  series  was  honored 
for  exposing  an  international  terrorist 
network  affiliated  with  Osama  bin  Laden, 
“and  the  high  level  of  terrorist  threat 
facing  the  United  States.” 

CRAIG  PYES 

Berkeley,  Calif. 

PRAISE  FROM  DUBYA  COUHTRY 

Thanks  to  Greg  Mitchell  for 
the  article  about  the  father  of  the 
soldier  in  the  coffin  (E^P  Online, 
April  28).  You  are  doing  some  great 
coverage  on  how  the  media  is  handling 
the  Iraq  war.  I’ve  read  E&P  for  years, 
and  you  are  really  outdoing  yourself. 

MARGARET  ALLEN 
SENIOR  REPORTER 
Dallas  Business  Journal 

THEABCSOFCOUHTMC 

SINCE  ABC  RECOGNIZES  THE  ONLINE 
audience  as  valid  circulation,  it  be¬ 
hooves  your  magazine  to  encourage 
changing  the  way  circulation  is  reported 
and  to  include  online  readership/sub¬ 
scribers  for  all  newspapers  that  are  audit¬ 
ed,  not  just  The  Washington  Post  {E&P 
Online,  May  4).  This  might  alleviate  the 
negative  trends  so  that  the  medium  does 


THE  WRITE  WAY 

E&P  welcomes  letters.  E-mail  to  letters@ 
editoTandpublisher.com,  fax  to  (646) 
654-5370,  or  write  to  “Letters,”  Editor  & 
Publisher,  770  Broadway,  New  York,  NY 
10003.  Please  include  name,  title,  loca¬ 
tion,  and  e-mail  address.  Letters  may  be 
edited  for  all  the  usual  reasons. 


not  get  hit  every  quarter  with  the  image 
of  losses  when  the  online  readership  is 
growing  and  will  continue  to  grow. 

In  addition,  ABC  now  audits  and  publish¬ 
es  readership  numbers  along  with  circula¬ 
tion  in  FAS-FAX;  they  should  include 
online  as  well.  This  will  also  encourage 
newspapers  to  have  readership  studies 
and  have  their  online  readership  audited 
so  that  the  real  total  audience  is  reported. 
The  industry  has  to  become  equal  with  all 
competitive  media  in  the  buying  analysis 
if  it  wants  to  gain  its  share  of  advertising. 

DOROTHY  WAYNER 
DIRECTOR  OF  RESEARCH 
AND  SALES  DEVELOPMENT 
Landon  Media  Group  LLC 
New  York 

Correction 

In  the  May  story  about  rejected  editorial 
cartoons,  one  of  Mike  Luckovich’s  draw¬ 
ings  about  Iraq  and  President  Bush  was 
incorrectly  described.  The  cartoon  showed 
coffins  spelling  out  “W lied,”  not  “We  lied.” 

A  story  in  the  May  issue  q/’E&P  reported 
an  incorrect  title for  Colin  Crawford  of  the 
Los  Angeles  Times.  Crawford  is  Assistant 
Managing  Editor/Photography. 


Clarification 

The  photo  caption  in  E&P’s  May  story 
“Infernal  Equinox”  incorrectly  listed  the 
corporate  affiliation  for  Boise  Family 
Magazine.  The  magazine  is  published 
by  Family  Magazine  ^  Media,  Inc.  not 
The  Idaho  Statesman/Gan/iett  Co. 


- 50  YEARS  AGO  - - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


JUNE  5,  1954: 

Newspapers  were  encouraged  to 
reprint  the  American  Newspaper 
Publishers  Association  Founda¬ 
tion's  free  “Primer  for  Ameri¬ 
cans,”  which  read,  in  part. 


“Freedom  of  speech  does  not  give  small-town  papers,  saying  they 


the  individual  the  right  to  shout 
'fire'  in  a  crowded  theatre.” 

JUNE  26,  1954: 

President  Eisenhower  praised 


“provide  so  much  of  the  reading 
opportunity  for  so  many  millions 
of  people  in  the  small  towns  and 
rural  areas  of  America.  I  know, 
because  I  have  read  them.” 


www.editorandpublisher.com 
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BY  DAVE  ASTOR 

Has  “Doonesbury”  been  in  the 

news  even  more  than  usual  lately? 
Garry  Trudeau  thinks  so.  ‘This 
has  been  the  most  sustained  period  of 
strong  reaction  in  recent  years,”  he  tells 
ESs^P.  The  polarizing  Iraq  war,  of  course, 
has  had  a  lot  to  do  with  that. 

Among  the  comics  eliciting  big  responses 
were  the  ones  about  B.D.  losing  his  leg  in 
Iraq,  and  two  Sunday  strips  late  last  month. 

a  The  May  23  one 

pictured  a  severed  head 
that  Trudeau  drew 
before  Nick  Berg’s 
videotaped  murder. 

Due  to  early  Sunday- 
comic  deadlines,  it  was 
Trudeau:  His  list  too  late  for  many  news- 
served  a  purpose  papers  to  pull  the  strip. 

On  May  30,  just  prior  to  Memorial  Day, 
Trudeau  listed  more  than  700  people  who 
have  died  in  Iraq.  Why?  “Because  there 
is  power  in  seeing  actual  names  instead 
of  numbers,”  says  Trudeau,  who  runs  in 
1,400  papers  via  Universal  Press  Syndicate. 
“Honor  rolls  always  help  deepen  our 
understanding  of  what  has  been  lost.”  11 


Bureau  chiefs  say  they're  tired  of  top  officials  such  as  Condoleezza  Rice  going  off  the  record. 

Journos  vow  to  pi'y  open  doors 


papers  and  new  chair  of  the  American  Soci¬ 
ety  of  Newspaper  Editors’  FOI  Committee, 
who  is  leading  the  bureau  chiefs’  effort. 

“We  have  a  special  obligation  to  be  more 
aware  of  threats  to  public  information.” 

Alexander’s  comments  followed  his 
participation  in  a  May  3  luncheon  at 
the  National  Press  Club  that  included 
speakers  from  the  First  Amendment  Cen¬ 
ter,  Reporters  Committee  for  Freedom  of 
the  Press,  and  the  new  Coalition  of  Journal¬ 
ists  for  Open  Government.  Nineteen  Wash¬ 
ington  bureau  chiefs  attended  and  agreed 
to  boost  their  efforts  to  cover  more  issues 
related  to  government  secrecy. 

“It  was  an  interesting  discussion  and  out 


BY  JOE  STRUPP 

PRESS  EFFORTS  TO  THWART  GOVERN- 
ment  secrecy  are  moving  forward 
on  two  fronts  as  Washington  bureau 
chiefs  unite  to  more  aggressively  cover 
federal  government  attempts  to  hide  infor- 

amation  and  the  head  of 
Associated  Press  offers 
plans  for  a  new  open  gov¬ 
ernment  lobbying  center 
in  Washington,  D.C. 

“We  wanted  to  raise 
awareness  that  this  is  a 
growing  problem  for  us,” 
says  Andy  Alexander,  D.C. 
bureau  chief  for  Cox  News- 


IM  MMORUH 
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Excerpts  from 
the  May  30 
and  May  23 
“Doonesbury.” 
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know  when  they  run  into  efforts  to  make 
things  secret  that  shouldn’t  be,”  says  David 
Cook,  bureau  chief  for  The  Christian 
Science  Monitor.  “We  can  find  ways  to 
cover  that.” 

AP  President  and  CEO  Tom  Curley, 
meanwhile,  unveiled  a  plan  on  May  7  for  a 
“media  advocacy  center”  to  lobby  for  open 
government  in  Washington.  “The  govern¬ 
ment  is  pushing  hard  for  secrecy,”  Curley 
said  in  a  speech  announcing  the  plan. 

“We  must  push  back  equally  hard  for  open¬ 
ness.  I  think  it  is  time  to  consider  establish¬ 
ment  of  a  focused  lobbying  effort  in 
Washington ...  The  essence  of  the  FOI  Act 
is  that  government  information  is  open  and 
accessible  to  the  public  unless  there  is  a 
very  good  reason  to  keep  it  secret.” 

But  in  a  conversation  with  E&P,  the  AP 
chief  stopped  short  of  offering  any  detailed 
plans  for  the  center,  saying  he  wanted  to 
bring  together  various  journalism  advocacy 
groups  first  to  discuss  the  need.  Among  the 
center’s  efforts,  however,  may  be  to  push 
for  a  federal  reporters’  shield  law.  11 


Cox  Newspapers  D.C. 
Bureau  Chief  Andy 
Alexander,  an  advo¬ 
cate  for  government 
transparency 


of  it  was  an  agi'ee- 
ment  that  we  all  need 
to  write  more  about 
secrecy,”  says  Alexan¬ 
der,  who  created  a 
new  government 
secrecy  beat  in  his 
office  three  months 
ago.  “We  have  two 
people  writing  about 
it  as  part  of  their 
responsibilities.” 

While  the  bureau 
chiefs  did  not  formu¬ 
late  a  specific  plan 
or  agenda,  the  group 
agreed  to  put  more 
resources  on  cover¬ 
age  of  federal  govern¬ 
ment  attempts  to 
keep  information  from  the  public,  with 
an  emphasis  on  how  that  affects  readers, 
not  just  the  press. 

“The  real  issue  is  telling  our  readers  what 
it  is  they  are  not  getting,”  says  Vickie  Wal- 
ton-James,  Chicago  rnfrune  Washington 
bureau  chief  “We  need  to  pay  attention  to 
this,  and  not  just  when  a  big  case  pops  up.” 

For  Tom  DeFrank,  who  began  covering 
Washington  as  &  Newsweek  correspondent 
36  years  ago  and  now  heads  the  New  York 
Daily  News  bureau,  the  need  for  prying 
open  government  doors  has  never  been 
greater.  “This  administration  is  the  most 
aggressively  unhelpful  that  I  have  ever  cov¬ 
ered,  and  that  goes  back  to  Nixon,”  he  says. 
“This  White  House  and  administration  are 
far  more  secretive  than  the  Nixon  crowd.” 

Peter  Copeland,  Washington  bureau 
chief  of  Scripps  Howard  News  Service,  says 
he  plans  to  ratchet  up  the  privacy 
beat  even  more.  “It  started  as  a 
beat  concerning  privacy  aspects 
of  the  Internet,  but  has  evolved 
into  secrecy  related  to  terrorism,”  ^ 

he  explains.  g 

Bureau  chiefs  also  are  urging  I 

their  reporters  to  get  more  infer-  i  v 
mation  on  the  record  and  stop  ; 
allowing  federal  officials  to  hide  '  ^ 

behind  the  mask  of  anonymity. 

“We  need  to  push  for  more  trans- 
parency,”  says  Alexander,  adding 
that  reporters  too  often  will  allow 
a  high-ranking  official,  like  ; 

National  Security  Advisor  Con-  - 

doleezza  Rice  or  a  cabinet  mem¬ 
ber,  to  brief  them  behind  the  mask  of  a 
vague  attribution.  Doyle  McManus,  Los 
Angeles  Times  bureau  chief  since  1983,  said 
such  a  practice  must  be  challenged  more. 


“It  is  happening 
more  frequently 
in  this  administra¬ 
tion,”  he  said.  “They 
speak  less  on  the 
record  than  their 
predecessors.” 

Copeland  is 
pushing  his  staff 
to  get  more  infor¬ 
mation  through 
public  records 
instead  of  nameless 
‘Get  docu- 


^  -  --  ments  or  letters 

or  testimony  on  the  record,”  he  says. 

At  the  same  time,  reporters  are  being 
trained  to  look  for  secrecy  abuses  in  govern¬ 
ment  and  bring  any  denial  of  access  to  their 
bosses  for  review.  “Staffers  must  let  us 


‘H-L’  is  dravm  to  visual 
letters  from  its  readers 


BY  DAVE  ASTOR 

Like  many  newspapers,  the  Lexington  (Ky.)  Herald- 
Leader  runs  syndicated  editorial  cartoons,  like  some 
papers,  it  has  a  staff  editorial  cartoonist.  But  unlike  most 
papers,  the  Herald-Leader  also  publishes  editorial  cartoons 
that  are  drawn  by  readers. 

The  “Cartoon  to  the  Editor”  feature  usually  appears  about 
three  times  a  month  on  the  Sunday  opinion  section’s  letters  page. 

Herald-Leader  Editorial  Page  Editor  Vanessa  Gallman  sees  these 

reader  cartoons  as 
letters  to  the  editor 
that  happen  to  be 
drawn.  “I  have  a  lot  of 
appreciation  for  the 
effectiveness  of  a  good 
cartoon  and  the  hard 
work  that  goes  into  it,” 
she  says. 

The  feature  started  about  eight  years 
ago.  Now,  five  or  so  readers  regularly 
contribute  cartoons,  with  roughly  half  of 
the  drawings  rejected.  “Even  the  smallest 
‘Cartoon  to  the  Editor’  takes  up  the  space 
of  two  letters,  so  it’s  held  to  a  higher 
standard,”  says  Gallman.  Topics  can 
be  local,  national,  or  international. 

What  does  staff  cartoonist  Joel  Pett,  the  Pulitzer  Prize  winner  distributed  by 
Universal  Press  Syndicate,  think  of  the  reader  feature?  “I  have  mixed  feelings,”  he 
replied,  noting  that  there  are  times  he’d  rather  see  the  space  used  for  syndicated 
work.  But,  Pett  adds,  “some  of  the  cartoons  are  very  good.” 


Editorial  Page  Editor 
Vanessa  Gallman 
runs  guest  cartoons. 


'^'OO  MILLION 

'  SHORTFALL  „ 


WHAT  WW 


Staff  cartoonist  Joel 
Pett  has  a  mixed 
view  of  the  feature. 
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EPPY  AWARDS  2004 
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The  masters  of  their  domain 


The  2004  EPpy  Awards  were  presented  May 
12  at  the  Interactive  Media  Conference 
and  Trade  Show  in  Atlanta  sponsored  by 
Editor  &  Publisher  and  Mediaweek  magazines.  The 
awards  honor  the  best  Internet  services  of  media 
companies.  Links  to  the  winners  and  finalists  can 
be  found  in  the  EPpy  Awards  section  at  E&P  Online. 

The  EPpy  Award  for  Outstanding  Individual 
Achievement  was  presented  to  MarketWatch.com 
President  and  CEO  Larry  Kramer. 


(fewer  than  1  million  monthly  visitors) 

WINNER:  The  Lawrence  Journal-World’s  KUsports.com 
CowboysPlus.com  (Belo  Interactive) 

Agence  France  Presse  (Washington) 

Best  Internet  Business  Service 

(more  than  1  million  monthly  visitors) 

WINNER:  The  Wall  Street  Journal  Online 
CNET  News.com 
MSNBC.com 

Best  Internet  Business  Service 


Best  Internet  Community  Senrice  Effort 

(more  than  1  million  monthly  visitors) 

WINNER:  Latimes.com 
washingtonpost.com 
SanDiegoElderCare.com 

Best  Internet  Community  Service  Effort 

(fewer  than  1  million  monthly  visitors) 
WINNER:  NewsOK.com  (Oklahoma  City) 

NYNewsday.com 
mediabistro.com  (New  York) 

Reading  Rockets'  “Colorin  Colorado” 


Best  Overall  Newspaper-attiliated  Internet  Service 

(with  monthly  unique  visitors  over  1  million) 

WINNER:  NYTimes.com 
USAToday.com 
washingtonpost.com 

Best  Overall  Newspaper-atfiliated  Internet  Service 

(with  monthly  unique  visitors  under  1  million) 

WINNER:  NYNewsday.com 
SavannahNOW.com,  the  Web  site  of  the  Savannah 
(Ga.)  Morning  News 

STLtoday.com,  a  service  of  the  St.  Louis  Post-Dispatch 
The  Lawrence  (Kan.)  Journal-World's  UWorld.COm 
LA  NACION  news  site,  www.lanacion.com.ar 
Jacksonville.com,  The  Florida  Times-Union 

Best  Overall  Networli  EV/Cable-atfiliated  Internet  Service 

WINNER:  CNN.com 
CBSNews.com 
MSNBC.com 

Best  Overall  Eocal  EV/Cable-atfiliated  Internet  Service 

WINNER:  KGW.com  (Portland,  Ore.) 
nbc4columbus.com  (Columbus,  Ohio) 

WTKR.com  Your  NewsChannel  3  (Norfolk,  Va.) 

Best  Overall  Network  or  Syndicated  Badio-affiliated 
Internet  Service 

WINNER:  Minnesota  Public  Radio 
Studio  One  Networks:  “Driving  Today"  (New  York) 
MasterHandyman.com  (Handyman  Show  with  Glenn 
Haege,  Troy,  Mich.) 

Best  Overall  Eocal  Badio-aftiliated  Internet  Service 

WINNER:  Q101.com  (Chicago) 

KSL.com  (Salt  Lake  City) 
www.92kqrs.com  (Minneapolis) 

Oest  Internet  News  Sendee 

(more  than  1  million  monthly  visitors) 

WINNER:  washingtonpost.com 
FT.com,  Web  site  of  the  Financial  Times,  London 

Google  News 

Best  Internet  News  Service 

(fewer  than  1  million  monthly  visitors) 

WINNER:  CJOnlineAhe  Topeka  (Kan.)  Capital-Journal 

SavannahNOW.com 

NYNewsday.com 

Best  Internet  Sports  Service 

(more  than  1  million  monthly  visitors) 

WINNER:  CBS  SportsLine.com 
The  Seattle  Times  —  seattletimes.com 
Sl.com 


(fewer  than  1  million  monthly  visitors) 

WINNER:  SiliconValley.com  of  Knight  Ridder  Digital 
ChicagoBusiness.com 

StartupJournal.com,  The  Wall  Street  Journal's  center 
for  entrepreneurs 

Best  Internet  Entertainment  Sendee 

(more  than  1  million  monthly  visitors) 

WINNER:  washingtonpost.com 
USAToday.com 
NYTimes.com 

Best  Internet  Entertainment  Service 

(fewer  than  1  million  monthly  visitors) 

WINNER:  lawrence.com  (The  World  Co.) 
Calendarlive.com  m  Los  Angeles  (Tribune  Co.) 
NWsource.com  of  The  Seattle  Times  Co. 

Best  Special  Eeature  in  an  Internet  Service  -  News  or  Event 

(more  than  1  million  monthly  visitors) 

WINNER:  CNN.com:  Coverage  of  Iraq  war 
CartoonNetwork.com:  "Star  Wars;  Clone  Wars" 
NYTimes.com:  Coverage  of  the  War  in  Iraq 
MSNBC.com:  Coverage  of  the  march  toward  Baghdad  and 
rebuilding  Iraq 

SPACE.com:  Space  Shuttle  Columbia  Disaster 
SignOnSanDiego.com:  Coverage  of  fires 

Best  Special  Feature  in  an  Internet  Service  -  News  or  Event 

(fewer  than  1  million  monthly  visitors) 

WINNER:  California  Connected  (recall  of  Gov  Gray 
Davis) 

Journal  Interactive,  the  Internet  division  of  the 
Milwaukee  Journal  Sentinel  (Guide  to  Harley's  100th) 
projo.com,  the  Web  site  of  The  Providence  (R.l.)  Journal: 

“The  Station  Fire" 

WNBC.com  (9/11  anniversary) 
http://pbs.org/frontlineworld/  (international  coffee 
industry) 

JournalNow.com:  “Murder,  Race,  Justice:  The  State 
vs.  Darryl  Hunt" 

Best  Special  Feature  in  an  Internet  Service  -  Enterprise 

(more  than  1  million  monthly  visiters) 

WINNER:  Courttv.com:  $300  million  theft  from  Boston's 
Gardner's  Art  Museum 
Boston.com:  "Lives  Lost " 

USAToday.com:  West  Virginia  New  Song  Festival 


(fewer  than  1  million  monthly  visitors) 

WINNER:  Thirteen/WNET  New  York:  “BERGA:  Soldiers 
of  Another  War  Online" 

NYNewsday.com:  Central  Park  anniversary 
Los  Angeles  Newspaper  Group  Interactive:  “Lost 
Among  Us" 


Best  Overall  Design  ot  an  Internet  Service 

(more  than  1  million  monthly  visitors) 

WINNER:  Movies.com  (The  Walt  Disney  Co.) 

HGTVcom  (E.W.  Scripps) 

Slate.com  (Microsoft  Corp.) 

Best  Overall  Design  ot  an  Internet  Service 

(fewer  than  1  million  monthly  visitors) 

WINNER:  Amarillo.com,  Amarillo  (Texas)  Globe  News 
child.com  (G-i-J  USA,  New  York) 

Knowing  Poe,  an  interactive  online  fieldtrip  created  by 
Maryland  Public  Television 

Best  Use  ot  Bich  Media  in  an  Internet  Service 

(more  than  1  million  monthly  visitors) 

WINNER:  USAToday.com 
Latimes.com 
SignOnSanDiego.com 

Best  Use  ot  Bicb  Media  in  an  Internet  Service 

(fewer  than  1  million  monthly  visitors) 

WINNER:  Thirteen/WNET  New  York 
South  Florida  Sun-Sentinel,  Fort  Lauderdale 
NYNewsday.com 

Best  Internet  Classified  Service 

(more  than  1  million  monthly  visitors) 

WINNER:  NYTimes.com  (realestate.nytimes.com) 
NYTimes.com  (autos.nytimes.com) 

Washingtonpost.Newsweek  Interactive  (Washington 
post.com/realestate) 

Best  Internet  Classified  Sendee 

(fewer  than  1  million  monthly  visitors) 

WINNER:  CareerJournal.com,  The  WSJ’s  career  site 
NWclassifieds.com 
BostonWorks.com 

Best  Internet  Shopping  Service 

(more  than  1  million  monthly  visitors) 

WINNER:  Star  Tribune,  Minneapolis 
HGTVcom 
Newsday.com 

Best  Internet  Shopping  Sendee 

(fewer  than  1  million  monthly  visitors) 

WINNER:  VEGAS.com 
Augustachronicle.com,  Augusta,  Ga. 
NYNewsday.com 

Best  College  Newspaper  Internet  Service 

WINNER:  bruinwalk.com  (UCLA) 

Arizona  State  University's  online  newspaper,  the  Web 

Devil 

Northern  Star  Online  (Northern  Illinois  University) 
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Papers  look  to  long  term 

Many  have  stopped  ‘renting’  circ,  are  embracing  new  methods 


BY  MARK  FITZGERALD 

CHICAGO 


o 


VER  THE  LAST  YEAR,  AS  THE  LATEST 

I  Audit  Bureau  of  Circulations 
(ABC)  figures  show,  the  circulation 
of  The  Bakersjield  Californian  dropped  like 
a  rock.  Never  a  very  big  paper  to  begin 
with,  the  Californian  sold  an  average 
6,387  fewer  copies  in  the  six-month 
period  through  this  March  than  in 
the  same  time  during  2003.  At  63,341, 
the  paper’s  daily  circulation  is  9.1% 
smaller  than  it  was  last  year  —  and 
12.4%  less  than  in  2002. 

But  Californian  Circulation  Vice 
President  Graham  Annett  looks  at 
those  numbers  and  figures  the  news¬ 
paper  is  finally  heading  in  the  right 
direction.  “Quite  frankly,  I  have  re-en¬ 
gineered  our  [circulation  department] 
to  set  us  up  for  long-term  growth,” 

Annett  said  in  interviews  conducted 
both  by  e-mail  and  telephone. 

Behind  the  year-to-year  drop  that 
would  make  some  circulation  execu¬ 
tives  blanch  are  numbers  many  would 
envy:  Fully  71%  of  subscribers  now  pay 
a  half-year  or  a  full  year  in  advance  or 
make  payments  automatically  through 
EZ  Pay;  subscriber  chum  has  fallen 
“substantially”  to  28%;  nearly  80%  of 
new  customers  are  still  taking  the  pa¬ 
per  90  days  later;  and  home  delivery  is 
up  1%. 

The  Californian's  losses  were  the 
predictable  result  of  a  strategy  adopted 
two  years  ago  to  stop  selling  subscrip¬ 
tions  in  areas  with  high  chum  —  and 
little  attractiveness  to  advertisers.  “We 
wanted  to  stop  ‘renting’  circulation,” 

Annett  said.  “I  believe  newspapers  are 
renting  a  certain  portion  of  their  circu¬ 
lation  [growth],  with  a  lot  of  it  coming 
from  telemarketing.  When  you  dig 
down  into  their  numbers,  there’s  a 
lot  of  third-party  sales  and  heavy 
discounting,  and  home  delivery 
circulation  is  actually  dovm.” 

In  an  industry  that  has  been 
shedding  circulation  for  more  than  a 
decade  —  and  declining  in  household 
penetration  since  the  TV  set  became 


ubiquitous  —  this  latest  ABC  FAS-FAX  re¬ 
porting  period  was  nothing  exceptional.  A 
Newspaper  Association  of  America  (NAA) 
analysis  showed  overall  daily  circulation 
was  off  0.1%,  and  only  37%  of  dailies  re¬ 
ported  an  increase.  Yet  among  that  very 


TOP  20  DAILY  PAPERS 

ABC  FAS-FAX  for  Top  20  Daily  Papers 

FOR  SIX  MONTHS  ENDED  MARCH  3 1 . 2004 

AVERAGE  DAILY  GAtN/(L0SS)  SAME 
CIRCULATION  PERIOD  LAST  YEAR 

1.  USA  Todaf,  McLean,  Va.  (M-f)* 

2,280,761 

49,029  2.2% 

2 .  The  Wall  Street  Journal  (M-F) 

2,101,017" 

280,417  15.4% 

:t.  The  New  York  Times  (M-F) 

1,133,763 

3,023  0.3% 

4.  Los  Angeles  Times  (M-Sa.)‘» 

983,727 

4,178  0.5% 

n.  The  Washington  Post  (M-F) 

772,553 

(23,814)  (3.0%) 

6.  Daily  News,  New  York  (M-F) 

747,053 

10,023  1.4% 

7.  New  York  Post  (M-F) 

678,012 

57,932  9.3% 

8.  Chicago  Tribune  (m-f)* 

614,548 

(6,557)  (1.1%) 

<).  Newsday,  Melville,  N.Y  (M-F) 

580,346 

995  0.2% 

10.  Houston  Chronicie  (M-Sa) 

549,300 

792  0.1% 

11.  The  Delias  Morning  News  (M-F)* 

529,879 

(2,172)  (0.4%) 

12.  San  Francisco  Chronicle  (M-F) 

501,135 

(13,130)  (2.6%) 

i.'i.  Chicago  Sun-Times  (M-F) 

486,936 

(1,551)  (0.3%) 

14.  The  Arizona  Republic,  Phoenix  (M-Sa) 

466,926 

(19,205)  (4.0%) 

i.i.  The  Boston  Globe  (M-F) 

452,109 

3,334  0.7% 

Ui  .  The  Star-Ledger,  Newark,  N.J.  (M-F) 

407,945 

215  0.0% 

17-  The  Atlanta  Journal-Constitution  (M-F) 

401,077 

(18,491)  (4.4%) 

18.  The  Philadelphia  Inquirer  (M-F) 

387,692 

802  0.2% 

m.  Star  rritofie,  Minneapolis  (M-Sa) 

377,058 

1,552  0.4% 

20.  The  Piain  Dealer,  Cleveland  (M-Sa) 

367,528 

(5,609)  (1.5%) 

•Averages  calculated  byfiP. 

••Includes  295,162  paid  online  subscriptions  qualified  under  ABC  rules.  Online  subscriptions  were 
not  counted  in  the  irear-ago  figure. 

#Change  in  publishing  plan  and/or  frequency. 


TOP  20  SUNDAY  PAPERS 


ABC  FAS-FAX  for  Top  20  Sunday  Papers 

FOR  SIX  MONTHS  ENDED  MARCH  31. 2004 

AVERAGE  SUNDA 
CIRCUUTION 

GAIN/(L0SS)  SAME 
PERIOD  LAST  YEAR 

1.  The  New  York  Times 

1,677,003 

4,038  0.2% 

2.  Los  Angeles  Times 

1,392,672 

(3,372)  (0.2%) 

3.  The  Washington  Post 

1,025,579 

(23,743)  (2.2%) 

4.  ChKagoTnbune 

1,002,398 

(14,073)  (1.4%) 

Sunday  News,  Hew  York 

802,103 

(8,430)  (1.0%) 

6 .  The  Denver  Post/Rocky  Mountain  News 

783,274 

(7,234)  (0.9%) 

7.  The  Philadelphia  Inquirer 

769,257 

1,021  0.1% 

8.  The  Dallas  Morning  News 

755,912 

(30,681)  (3.9%) 

9.  Houston  Chronicle 

740,002 

613  0.0% 

10.  The  Detroit  News  t  Free  Press 

705,148 

(13,819)  (1.9%) 

11.  The  Boston  Giobe 

686,575 

6,492  1.0% 

12.  Star  Tribune,  Minneapolis 

671,275 

1.913  0.3% 

13.  Newsday,  Melville.  N.Y 

662,317 

(3,007)  (0.5%) 

14.  The  Atlanta  Journal-Constitution 

629,505 

(29,076)  (4.4%) 

1.1.  The  Star-Ledger,  Hmaik,  HI 

610,542 

1,028  0.2% 

16  The  Arizona  Republic,  Phoenix 

587,159 

(9,834)  (1.6%) 

17.  San  Francisco  Chronicle 

553,983 

280  0.0% 

tx.  The  Plain  Deaier,  Cleveland 

480,540 

(1,840)  (0.4%) 

19.  77)e  Svn,  Baltimore 

470,453 

439  0.0% 

20.  The  Seattle  Times/Post-Intelligencer 

465,830 

(8,918)  (1.9%) 

long  list 
of  papers 
with  declining  or 
flat  circulation  are  a 
small  number  of  dailies 
that  are  dropping  out  of 
the  chase  to  top  their  year-ago 
figure  in  favor  of  cultivating  so-called 
“permanent”  circulation. 

The  Dallas  Morning  News,  for 
instance,  reported  that  its  circulation 
had  slipped  0.4%  to  529,879,  Mondays 
through  Fridays,  and  fallen  3.9%  to 
755,912  on  Sundays.  Yet  the  number 
that  executives  at  the  paper  undoubtedly 
examine  most  closely  does  not  appear  in 
the  FAS-FAX:  the  results  from  Collin 
County.  Since  March  2003,  the  Mom- 
ingNews  has  been  adding  extra  pages 
of  news,  sports  and  entertainment  to 
copies  that  circulate  there.  It’s  also 
bulked  up  its  circulation  sales  and 
service  effort  there,  even  reducing  the 
geographic  size  of  districts.  The  idea  is 
to  build  permanent  circulation  gains  in 
a  county  that,  according  to  the  Dallas 
Business  Journal,  has  a  median  house¬ 
hold  income  of  $70,835,  or  nearly  twice 
the  Texas  average. 

John  G.  Walsh,  the  Morning  News' 
senior  vice  president/circulation,  won’t 
say  how  much  circ  increased  in  the 
county  in  this  first  full  year  of  the  Collin 
County  initiative,  as  it’s  known  internal¬ 
ly.  Circulation  was  up,  he  said,  although 
not  enough  to  offset  losses  elsewhere  in 
the  market.  “We  were  really  trying  to 
figure  out  whether  or  not  having  a  local 
seven-day  effort  would  help  us  from  an 
acquisition  and  retention  standpoint, 
and,  frankly,  it’s  worked  on  both  ac¬ 
counts,”  Walsh  said.  Subscription  starts 
are  up,  and  the  county’s  retention  rate  is 
mnning  10%  better  than  the  paper’s 
market  as  a  whole,  he  said. 

“Doing  these  things  costs  a  little  more 
on  the  expense  side,  but  we  think  it’s 
worth  it  in  the  long  mn,”  Walsh  added. 

This  strategy  of  concentrating  on  per¬ 
manent  circulation  gain  is  likely  to  be¬ 
come  far  more  common  —  whether 
newspapers  like  it  or  not.  The  arrival  of 
the  nationwide  Do  Not  Call  list  has  es¬ 
sentially  taken  away  the  option  of  tele¬ 
marketing,  which  had  become  the  crack 
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.YN  CCXE,  LOS  ANGELES  TIMES 


Our  winners  of 
the  88th  annual 
Pulitzer  Prizes 


k 


Four  Los  Angeles  Times  reporters — Abigail  Goldman,  Nancy  Cleeland, 
Evelyn  Iritani  and  Tyler  Marshall  (based  in  Hong  Kong) — were  honored 


for  their  three-part  series  examining  Wal-Mart's  pricing  tactics  and  their  con¬ 
sequences,  here  and  abroad.They  won  the  Pulitzer  Prize  for  national  reporting. 

t- 

'  The  breaking-news  reporting  Pulitzer  went  to  the  Los  Angeles  Times  staff 
'’for  its  compelling  and  comprehensive  coverage"  of  devastating  wildfires  in 
southern  California  last  fall. 

Anthony  Shadid  of  The  Washington  Post  won  the  Pulitzer  for  international 
reporting.  He  was  cited  "for  his  extraordinary  ability  to  capture,  at  personal 
peril,  the  voices  and  emotions  of  Iraqis"  around  the  time  of  the  American  invasion. 

Monrovia,  Liberia,  was  the  setting  for  Carolyn  Cole's  Los  Angeles  Times  photos  showing 
the  behind-the-scenes  effects  of  war  in  that  country,  especially  on  innocent  civilians. 

Her  work  won  the  feature-photography  Pulitzer. 

The  first  automobile  critic  to  win  a  Pulitzer  for  criticism  was  Dan  Neil  of  the  Los  Angeles  Times, 
whose  reviews  are  as  much  astute  cultural  observation  as  they  are  about  cars. 

Bill  Stall's  incisive  editorials  for  the  Los  Angeles  Times  on  "the  paralysis  of  California's  state 
government"  won  the  Pulitzer  Prize  for  editorial  writing.  Stall  even  included  a  "fix-it  kit  for  voters." 


i 


(And  congratulations,  also,  to  Washington  Post  columnist  and  editorial-board  member 
Anne  Applebaum.The  general  nonfiction  Pulitzer  was  awarded  for  her  second  book, 
Gulag:  A  History,  about  the  Soviet  concentration  camps.) 
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Photo  of  the  Month 


JACQUELINE  LARMA,  THE  ASSOCIATED  PRESS,  MAY  11 

The  news  from  iraq  last  month  was  not  good,  as 
usual,  but  it  was  especially  grim  for  the  family  of 
Nicholas  Berg,  the  American  worker  beheaded  by 
Islamic  militants.  His  father,  Michael  Berg  (left),  collapses  in 
front  of  the  Bergs’  house  in  West  Chester,  Pa.,  and  is  comfort¬ 
ed  by  his  son  David,  after  hearing  the  news.  —  Greg  Mitchell 


cocaine  for  newspapers  that  wanted  a 
quick  circulation  boost. 

“The  rules  have  changed  —  and  thank 
God,”  said  MUes  E.  Groves,  president  of 
Washington,  D.C.-based  MG  Strategic  Re¬ 
search.  Newspapers,  he  said,  now  will  have 
to  concentrate  on  long-term  strategies  of 
optimizing  circulation  from  their  markets, 
or  creating  new  products  to  attract  cus¬ 
tomers  who  do  not  read  their  papers.  “The 
easiest  way  to  make  your  rate  base  or  main¬ 
tain  circulation  was  to  turn  on  the  telesales 
lever,”  said  Groves,  the  NAA’s  former  chief 
economist.  “But  it’s  also  the  most  expensive 
way  to  get  circulation,  because  those  people 
drop  out,  and  you  have  to  spend  more  to  re¬ 
place  them.  Focusing  on  quality  circulation, 
[and  diversifying]  the  products  you  pro¬ 
duce  —  that  always  makes  sense.” 

Groves  noted  a  recent  Deutsche  Bank 
Securities  study  that  concludes  publicly 
traded  newspaper  companies  do  better 
with  Wall  Street  investors  when  they  build 
quality  circulation  in  numbers  that  exceed 
what  might  be  exjjected  of  their  market. 

But  Groves  said  that  many  papers  choose 
instead  to  post  attractive  margins,  quarter 
after  quarter,  by  cutting  circulation  costs 
via  such  tactics  as 
retreating  from  tra¬ 
ditional  circulation 
areas.  Indeed,  the 
decade-plus  decline 
in  circulation  coin¬ 
cides  with  the  peri¬ 
od  when  papers 
such  as  TheDes 
Moines  Register 
stopped  distributing 
beyond  their  metropolitan  areas. 

“There  are  several  newspapers  out  there 
that  used  to  be  state  newspapers,  and 
they’re  not  now,”  he  said.  “A  lot  of  things 
that  we  have  done  have  helped  accelerate 
the  decline  of  circulation ...  They  may  seem 
to  be  cheap  up  front,  but  in  terms  of  circu¬ 
lation  units,  they  become  very  expensive.” 

In  Bakersfield,  the  Californian  eliminat¬ 
ed  telemarketing  two  years  ago,  circulation 
chief  Annett  said.  It  also  diversified  its 
products,  starting  a  Spanish-language 
paper,  and,  in  May,  launching  The 
Northwest  Voice,  a  weekly  delivered 
for  fiw  in  an  area  where  most  resi¬ 
dents  would  subscribe  to  the  Californ¬ 
ian  for  only  as  long  as  they  could  get  it 
for  a  deeply  discounted  price. 

“We  took  a  short-term  dip,”  Annett 
added,  “but  we  expect  long-term 
growth  for  years  to  come.”  [i 
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Newspaper  Web  sites  get  Bush  ads 
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BY  CHARLES  GERACI 

The  George  W.  Bush  re-election 
campaign  has  launched  an  advertis¬ 
ing  venture  on  the  Internet,  includ¬ 
ing  several  newspaper  Web  sites.  The  ad, 
which  focuses  on  education  and  features 
Laura  Bush,  is  the  first  time  a  candidate 
has  used  video  in  an  online  advertisement 
during  a  presidential  campaign,  according 
to  the  Bush  camp. 

Laura  Bush 
featured  in 
breakthrough 
campaign 
video  ad 
now  airing 
on  50  sites, 
many  in 
toss-up 
states 


Newspapers  and  their  Web  sites  are  “an 
important  outlet  to  communicate  our  mes¬ 
sage,”  Sharon  Castillo,  spokesperson  for  the 
Bush  campaign,  told  E&P.  ‘The  majority  of 
Americans  get  their  news  from  their  local 
papers.”  The  entire  video  ad  runs  about  2.5 
minutes.  Newspaper  sites  in  key  battle¬ 
ground  states  running  the  ad  include  The 
Miami  Herald,  The  Des  Moines  Register, 
the  St.  Louis  Post-Dispatch,  and  The  Plain 
Dealer  of  Clevel2uid. 

The  education  ad,  which  launched  on 
May  12  and  appears  on  more  than  50  Web 
sites,  is  geared  toward  women.  In  2000, 
Bush  and  Gore  experimented  with  online 
advertising,  but  the  2004  campaigns  are 
using  the  Internet  much  more  vigorously. 
Sen.  John  Kerry  has  done  well  with  online 
ads,  but  without  the  video  component.  (1 


’leary/the 


His  Iraq  pull-out 
only  temporary 


he  observes.  “Journalists  can  devel-  • 

op  a  real  bunker  mentality.  Just  as  '* 

the  Coalition  Provisional  Authority 
members  are  too  isolated  from  the 
people  to  govern,  the  same  thing 
can  happen  to  journalists  —  they 
get  too  isolated  to  cover  the  real 
story.”  H 

During  his  last  weeks  in  Iraq  N  i 

this  spring,  he  made  it  to  Nasiriyah.  ’  j  M 

“I  understand  it’s  eased  up,”  he  says 
in  mid-May,  “but  the  last  few  weeks 
I  was  in  Nasiriyah,  I  was  really 
uncomfortable.  There  had  been 
kidnappings  a  few  days  earlier  and 
mortars  and  gunfire  that  night. 

The  driver  and  I  woke  up  and  said, 

This  is  cra2y,’  and  headed  back  to 
Baghdad.  I  think  the  kidnapping,  Pulib 

in  particular,  spooked  my  driver.” 

Shadid,  a  Lebanese- American  who  is 
fluent  in  Arabic  and  has  reported  through¬ 
out  the  Middle  East  and  the  Islamic  world, 
spent  his  time  relentlessly  interviewing 
people.  “It  struck  me  how  far  ahead  of  the 
story  you  could  be  by  spending  a  lot  of  time 
talking  to  people,”  he  points  out.  “You’d 
hear  the  demands  happening  at  the  local 

I  level  —  demands  for  elections,  frus¬ 
trations  about  the  constitution.”  He 
instantly  saw  how  strong  an  issue 
Shiite  empowerment  was  going  to 
be  on  the  day  the  Saddam  statue  fell. 

“You  heard  Shiites  doing  lutm, 
beating  their  chests,  essentially,”  he 
recalls.  “The  Shiites  knew  they  were 
now  the  majority,  and  they  were 
looking  for  the  power  that  goes  with 
that.  Spending  time  in  the  Arab 
world,  I  saw  how  Islamists  used  so- 
cial  networks  to  build  support.  You 
saw  this  play  out  in  Iraq  after  Bagh- 
3**1  dad  fell.  Within  days,  a  social  wel- 
^  fare  network  had  been  set  up  in  Sadr 
City.  The  pace  of  change  is  breathtaking.” 

Shadid  has  another,  unfortunate  advan¬ 
tage  when  it  comes  to  covering  war:  He 
knows,  from  his  days  with  the  Boston 
Globe,  what  it’s  like  to  be  a  civilian  casualty. 
“I  was  shot  in  the  back  in  Ramallah  by  the 
Israeli  Army,”  he  says,  still  sounding  in¬ 
credulous  that  he  survived  the  shot  that 
went  through  one  shoulder  and  out  the 


BY  BARBARA  BEDWAY 

WITH  A  Pulitzer  Prize  and 
other  recent  awards  to  his 
credit,  Washington  Post  foreign 
correspondent  Anthony  Shadid  is  taking  a 
six-month  leave  to  finish  a  book  about  his 
experiences  in  Iraq  both  before  and  since 
the  start  of  the  current  conflict.  After  writ¬ 
ing  from  the  relative  calm  of  the  Woodrow 
Wilson  Center  in  Washington,  D.C.,  w'here 
he  is  a  visiting  scholar,  Shadid  plans  to  re¬ 
turn  to  the  Middle  East  for  the  Post  next 
fall.  He  will  be  based  in  Beirut,  though  he 
anticipates  spending  most  of  his  time,  once 
again,  in  Baghdad. 

He  acknowledges  his  return  to  the  States 
this  spring  has  been  a  little  unsettling: 
“Probably  the  most  difficult  thing  is  Iraq 
being  transformed  from  a  life  experience 
into  a  policy  debate.” 

His  book  will  follow  several  families  he 
met  in  Iraq  before  and  during  the  war.  “I’m 
struck  by  how  much  of  what  happened 
turned  out  as  Iraqis  feared  it  would,”  he 
says.  In  a  story  written  just  days  before  the 
fall  of  Baghdad,  Shadid  reported  one  local 
family’s  longing  for  nonnalcy,  but  fear  of 
impending  chaos:  “They  predicted  little ... 
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upside  down  or  sideways  if  you  want.” 

In  another  unusual  twist,  the  prototype 
Sunday  paper  has  been  redesigned  as  a  long 
tabloid,  17  inches  in  length  (it  is  currently  a 
broadsheet).  The  redesigned  paper,  which 
may  be  called  the  New  Sunday  Missourian, 
will  launch  in  October. 

The  process  is  a  way  of  staying  flexible 
about  a  redesign,  says  Judy 
Bolch,  the  Harte  Chair  in 
Innovation  at  the  University 
of  Missouri  School  of  Jour¬ 
nalism:  “At  newspapers,  we 
make  redesign  decisions  in¬ 
ternally.  We  agonize  about 
them  internally,  and  make 
prototypes  internally.  It’s 
true  we  do  focus  groups,  but 
once  we  put  [the  redesigned 
paper]  out  there ...  it’s  very 
difficult  to  change  it.” 

For  a  community  paper 
that  also  serves  as  a  lab  for 
the  j-school,  the  “public  pro¬ 
totyping”  also  is  a  great  re¬ 
search  opportunity,  Bolch 
adds.  Graduate  students  are 
studying  whether  involving 
the  redesign  has  any  effect  on 
their  attitude  towards  the  paper  or  their  lat¬ 
er  readership  habits.  “We  want  to  know 
whether  there’s  more  commitment,  more 
buy-in  to  the  paper,”  she  says. 

By  choosing  to  go  tabloid  on  Sundays 
and  staying  a  broadsheet  during  the  week, 
the  Missourian  is  turning  the  conventional 
wisdom  among  most  newspaper  designers 
on  its  head.  Their  notion  is  that  a  tabloid 


BY  MARK  FITZGERALD 

For  years,  the  Columbia  Mis¬ 
sourian  has  advocated  and  practiced 
public  journalism.  Now,  in  an  un¬ 
usual  experiment,  it  is  practicing  what  it 
calls  “public  prototyping”  of  a  redesigned 
Sunday  paper. 

Instead  of  testing  its  ideas  for  the  re- 


dear  reader, 


new  Sunday! 


newSi'nda^ 


NEWSUNDAY 


NEWSUNDAY 


MISSOl'KI.W 


MK^IUAN 


Iraqi  abuse  reports 
prompt  hmsl^atton 


NEWSllNtljV 


Judy  Bolchy,  Sunday 
editor,  and  an  ad  calling 
for  readers'  feedback 


NEW  RADICALS 


fits  the  frenetic  mo- 
bile  lifestyle  of  the 
American  workday, 

while  the  broadsheet  is  perfect  for  the  more 
leisurely  pace  of  Sunday  —  and  the  load  of 
advertising  inserts.  “We  wanted  to  send  a 
message  that  this  is  a  totally  different  pa¬ 
per,”  says  Reuben  Stem,  senior  news  editor 
and  a  Mizzou  assistant  professor  of  journal¬ 
ism.  The  circulation  of  the  thin  Sunday 
Missourian  has  slipped  below  weekdays,  so 
editors  like  how  the  tabloid  format  gives  a 
more  substantial  feel.  The  Missourian's 
research  isn’t  complete,  but  so  far  it  shows 
that  non-readers  like  the  new  format,  while 
longtime  readers  would  be  just  as  happy 
if  it  remained  a  broadsheet.  H 


SratnuAL 


April  4  (left)  and  May  2  prototypes  for  the  new  look:  On 
blank  paper,  readers  were  urged  to  “Draw.  Doodle.  Design. 


design  with  focus  groups  who  meet  behind 
closed  doors,  the  Missourian  on  April  4 
and  May  2  published  and  delivered  proto¬ 
types  in  place  of  the  usual  Sunday  paper. 
And  long  before  the  prototypes  were  pub¬ 
lished,  the  Missourian  inserted  a  mostly 
blank  newsprint  sheet  on  two  Sundays. 
Readers  were  encouraged  to  “help  create 
a  new  publication.”  One  instmction  read: 
“Draw.  Doodle.  Design.  Turn  the  pages 


Conference  editors:  Content  is  king 


BY  CARL  SULLIVAN 

IF  THE  DISCUSSIONS  AT  MaY’S  InTER- 
active  Media  (^inference  in  Atlanta  are 
any  indication,  newspapers  seem  to 
have  settled  the  “free  vs.  paid”  content  de¬ 
bate.  For  now,  most  publishers  have  opted 
I  i  for  advertising-supported  free  Web  sites,  as 
I !  evidenced  by  the  near  ubiquitousness  of 
1 1  user  registration  and  targeted  advertising 
!  i  programs  —  at  least  at  the  largest  chains. 

I !  With  registration  a  foregone  conclusion, 
advertising  was  a  dominant  theme  at  the 
I  j  E&P  and  Mediaweek-s^nsoved  event, 
j  i  “We’re  being  out-localized  by  national  play¬ 


ers”  such  as  Google,  warned  Hyde  Post, 
Internet  editorial  director  at  The  Atlanta 
Journal-Constitution.  To  combat  the  chal¬ 
lenge,  local  publishers  must  emphasize  the 
nuance  they  can  bring  to  local  search,  said 
Washington  Post  Co.  Vice  President/Strat¬ 
egy  Christopher  Schroeder.  A  national  site 
can  list  Italian  restaurants  in  St.  Louis,  but 
can  it  tell  you  which  ones  are  best  for  kids 
or  romantic  dinners?  Newspapers  can. 

Consultant  Neil  Budde  predicted  that 
print  margins  will  erode  as  advertisers 
move  toward  pay-for-performance  and  self- 
service  online  models.  Business  aside,  edi- 


Talking  paid  search:  Healthology’s  Steven 
Haimowitz,  Neil  Budde,  and  Google's  Keane 

tors  reminded  attendees  that  content  is  still 
king.  Some  suggestions:  Engage  audiences 
with  more  interactivity,  and  provide  your 
content  in  formats  for  mobile  devices. 
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FROM  TOP:  SARAH  KIRCHHOFF/MISSOURIAN, 


Celebrating  Excellence 

At  Tribune  Company’s  annual  meeting  of  shareholders  last  month  we  recognized  some 
tally  exceptional  employee  performances.  The  Tribune  Management  Award  honors  a 
person  or  team  for  putting  management  skills  to  work  and  achieving  remarkable  results. 
The  Tribune  Values  Award  is  given  to  those  who  best  exemplify  our  company's  eight 
values — citizenship,  customer  satisfaction,  diversity,  employee  involvement,  financial 
strength,  innovation,  integrity  and  teamwork.  In  addition,  this  year  we  introduced 
new  awards  to  recognize  innovation  in  building  newspaper  readership  and  to  reward 
outstanding  efforts  in  local,  public  interest  journalism.  Meet  our  winners: 


TRIBUNE 

MANAGEMENT  AWARD 

TRIBUNE 

VALUES  AWARD 

JDURNALISM 

AWARD 

Steve  Brooks 

Chicago  Tribune 

...for  leading  an  expanded 
zoning  program  for  the 
Tribune's  Metro  section, 
adding  value  for 
advertisers  and  readers. 

Deborah  Bennett,  Annie  Hager  and  Lenora  Howze 

The  Baltimore  Sun 

...for  applying  innovation  and  teamwork  to  enhance 
customer  service  through  a  successful  restructuring  of 

The  Sun's  advertising  department.  The  strategy,  which 
placed  employees  into  cross-functional  teams,  increased 
revenue,  raised  morale  and  reduced  errors. 

Dan  Tracy 

Orlando  Sentinel 

...for  his  hard-hitting 
series  about  faulty  new 
home  construction  across 
six  counties  in  Central 
Florida. 

READERSHIP  INNOVATION  AWARD  JOURNALISM  AWARD 

Jane  Hirt,  Joe  Knowles  and  John  O'Loughlin  Stevie  Carro,  Jimmy  Clark  and  Terrel  Harris 

RedEye  edition  of  the  Chicago  Tribune  WLVI-TV,  Boston 

...for  creativity  in  reaching  young  urbanites  with  a  news-  ...for  their  revealing  five-part  series  about  a  residential 

paper  tailored  to  their  unique  needs  and  interests.  FledEye's  alcohol  and  drug  treatment  clinic  and  the  addicts  who 

average  daily  readership  in  2003  surpassed  200,000.  go  there  for  assistance. 
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been  promoted  to  classified  manager. 
Over  the  past  eight  years  Rodriguez  has 
worked  in  several  positions. 
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-  ALABAMA 

Wanda  Lloyd 

Wanda  Lloyd,  founding  executive  direc¬ 
tor  of  the  Freedom  Forum  Diversity 
Institute  and  former  USA  Today  senior 
editor,  has  been  named  executive  editor 
of  the  Montgomery  Advertiser.  Lloyd 
began  her  newspaper  career  with  an  in¬ 
ternship  at  the  Providence  (R.L)  Evening 
Bulletin  in  1970.  Following  five  years  as 
a  copy  editor  at  various  papers,  Lloyd  went  to  work  for 
The  Washington  Post,  and  became  a  deputy  editor  by  1986.  She 
followed  that  with  a  decade-long  stint  at  USA  Today,  then  spent 
four  years  as  managing  editor  for  The  Greenville  (S.C.)  News. 


ALABAMA 

Kendal  Weaver  has  been  named  news  edi¬ 
tor  for  Alabama  for  The  Associated  Press. 
Weaver  has  been  a  supervisory  correspon¬ 
dent  for  AP  in  Montgomery  since  1982. 

CALIFORNIA 
Maureen  Saltzer  has  been  named  president 
and  publisher  of  The  Tribune  in  San  Luis 
Obispo.  Saltzer  previously  served  as  vice 
president  of  the  Pacific  Region  for  Free¬ 
dom  Community  Newspapers. 

Matthew  Wilson  has  been  named  executive 
editor  of  the  Marin  Independent  Journal. 
Wilson  is  a  22-year  veteran  of  the  San 
Franeiseo  Chronicle,  where  he  served  as 
managing  editor,  executive  editor,  associ¬ 
ate  publisher  and  executive  vice  president 
for  news. 


Michael  Kinsley  has  been  named  editorial 
and  opinion  editor  of  the  Los  Angeles 
Times.  Kinsley,  the  longtime  co-host  of 
CNN’s  “Crossfire,”  is  the  founding  editor 
of  online  magazine  Slate  and  served  as 
editor  of  The  New  Republic  and  Harper’s 
magazines.  Janet  Clayton  has  been  promot¬ 
ed  to  assistant  managing  editor  for  state 
and  local  news.  Clayton  has  been  editor 
of  the  Times’  editorial  pages  since  1995. 

Mary  Zerafa  has  been  named  vice  president 
of  market  development  and  new  media  at 
La  Opinion.  Zerafa  previously  served  as 
director  of  new  media.  She  has  worked  for 
the  newspaper  since  1992.  Jim  Schumacher 
h£is  been  hired  as  La  Opinion’s  new 
director  of  production.  He  most  recently 
served  as  operations  director  at  the  Las 
Vegas  Press.  Also,  Miguel  Rodriguez  has 


Marty  Lieberman  has  been  appointed  direc¬ 
tor  of  event  marketing  for  the  Los  Angeles 
Newspaper  Group.  Lieberman  previously 
was  LANG’s  director/consumer  events. 

FLORIDA 

Charlie  Brennan  has  been  named  editor  of 
the  Citrus  County  Chronicle  in  Crystal 
River.  Brennan  Ifist  served  the  newspaper 
as  managing  editor,  and  also  worked  for 
The  Tampa  Tribune. 

William  R.  Barker  has  been  appointed  vice 
president  of  operations  for  The  Tampa 
Tribune.  Barker  last  served  as  director  of 
operations  for  the  Richmond  (Va.)  Times- 
Dispatch,  where  he  worked  for  14  years. 

Kevin  L.  McCrudden  has  been  appointed 
advertising  sales  training  manager  for 
The  St.  Petersburg  Times.  McCrudden 
has  done  training  and  consulting  for 
representatives  of  more  than  100  news¬ 
papers  and  media  outlets. 

GEORGIA 

Alice  R.  Queen  has  been  named  editor  and 
publisher  of  the  Newton  Citizen.  She  has 
been  the  executive  editor  of  the  Rockdale 
(Ga.)  Citizen  and  the  Newton  Citizen 
since  1996,  and  has  served  as  editor  of 
The  Covington  (Ga.)  News  as  well  as  the 
Rockdale  Citizen. 


CALIFORNIA 

Glen  Nardi 

has  been  named 
senior  VP 
of  operations 
■  Ik  iov  \he  San  Jose 

Mercury  News.  Nardi  served 
as  VP/operations  at  The  State 
in  Columbia,  S.C.,  where  he 
worked  for  the  past  17  years. 


Washington  Post 
Reporter  Dana  Priest, 
author  of  The  Mission: 
Waging  War  and  Keep¬ 
ing  Peace  With  Ameri¬ 


ca's  Military,  has  won 
the  Helen  Bernstein 
Book  Award  for  excel¬ 
lence  in  journalism. 

Connie  Schulz,  a 
columnist  for  the  Cleve¬ 
land  Plain  Dealer,  is  the 


recipient  of  the  2004 
Batten  Medal.  The 
award,  named  for  late 
Knight  Ridder  Chairman 
Jim  Batten,  honors  a 
body  of  work  that  re¬ 
flects  courage,  compasi- 


son  ^nti  humanity  and 
includes  a  $5,000  prize. 


The  Westerly  (R.l.)  Sun 
received  nine  awards 
during  the  Rhode  Island 


Press  Association's 
annual  ceremony  last 
month.  The  Sun  was 
recognized  in  categories 
ranging  from  sports  to 
photography  and  inves¬ 
tigative  journalism. 
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Christopher  Cecil  has  been  named  editor 
of  the  Rockdale  Citizen.  Previously,  he 
was  associate  editor  of  the  Griffin  (Ga.) 
Daily  News. 

Charlotte  D.  Atkins  has  been  named  editor 
of  the  Rome  News-Tribune.  Atkins  last 
worked  for  the  Columbus  (Ga.)  Ledger- 
Enquirer,  where  she  served  as  metro 
editor. 

Robin  Henry  has  been  promoted  to  deputy 
managing  editor/online  news  (from 
deputy  features  editor)  at  The  Atlanta 
Journal-Constitution.  Previously,  she 
served  as  one  of  the  start-up  editors  for 
The  Philadelphia  Inquirer  Web  site.  Car¬ 
olyn  Warmbold  has  been  promoted  to  exec¬ 
utive  news  editor  for  ajc.com,  from 
executive  online  producer.  Jan  Winburn 
joins  the  projects  department.  She 
most  recently  was  assistant  managing 
editor/Enterprise  for  The  Sun  in  Balti¬ 
more.  Gary  Dorsey  has  joined  the  Journal- 
Constitutions  Northwest  Metro  Bureau. 
Dorsey  most  recently  was  a  feature  writer 
for  The  Sun. 

Conna  Hardy  has  been  appointed  chief 
financial  officer  at  The  Macon  Telegraph. 
Hardy  has  served  as  acting  finance 
director  since  2003.  Also,  Greta  Staches 
joins  the  staff  of  the  Telegraph  as  its  new 
human  resources  director. 

ILLINOIS 

Brian  Wellner  has  been  named  editor 
of  the  Hyde  Park  Herald  in  Chicago. 
Wellner  previously  worked  as  a  reporter 
for  Liberty  Suburban  Newspapers,  a 
chain  of  community  weeklies  in  Cook, 
DuPage  and  Kane  Counties. 

KENTUCKY 

Rebecca  Dial  has  been  named  editor  of 
the  Central  Kentucky  News-Journal  in 
Campbellsville.  Dial  most  recently  was 
a  staff  writer  for  the  newspaper. 

M  A  S  S  A  C  H  USE  T  T  S 
Joe  Sullivan  has  been  promoted  to  assis¬ 
tant  managing  editor/sports  at  The 
Boston  Globe.  Sullivan  has  been  senior 
assistant  sports  editor  at  the  Globe  since 
September,  1994,  and  was  sports  editor 
at  the  Asbury  Park  Press  in  Neptune,  N.J. 

Jim  Piasecki  has  been  appointed  director 
of  finance  for  Community  Newspaper 
Company  in  Needham.  Piasecki,  who 
has  been  with  the  company  since  1996, 
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has  served  as  manager  of  CNC’s  finance 
department  since  October.  Anne  Marie 
Dorsey  is  CNC’s  new  director  of  human 
resources.  Dorsey  started  at  CNC  as 
a  human  resources  manager  in  2001. 

MICHIGAN 

Jenny  Anderson  has  been  named  publisher 
of  the  Midland  Daily  News.  She  most 
recently  served  as  publisher  of  The  Huron 
Daily  Tribune  in  Bad  Axe.  Jan  Stoeckle, 
who  most  recently  served  as  circulation 
manager  for  the  Huron  Daily  Tribune, 
replaces  Anderson  as  the  newspaper’s 
publisher. 


WISCONSIN 

Eugenia 
A.  Lovett 

to  president  and 
publisher  of  The 
Wausau  Daily 
Herald.  She  formerly  served 
as  president/publisher  of  The 
Reporter  in  Fond  du  Lac,  Wise. 


NEWSPEOPLE 


MINNESOTA 
Sharon  M.  Ryan  joins  the  Saint  Paul 
I  Pioneer  Press  as  its  chief  financial  officer. 

Ryan  most  recently  served  as  director 
I  of  decision  networks. 

! 

I  MISSISSIPPI 

Thomas  L.  Mayer  Jr.  has  been  named  editor 
of  the  Laurel  Leader-Call.  Mayer  had 
I  recently  served  as  editor  of  The  Daily 
Southerner  in  Tarboro,  N.C. 
i 

!  MISSOURI 

Derek  James  has  been  promoted  to  sports 
editor  at  the  Standard  Democrat  in  Sike- 


ceeding  her  is  Kevin  Whitmer,  who  has  been 
assistant  managing  editor  for  sports  and 
business.  Tom  Curran  is  promoted  to  an  as¬ 
sociate  editor,  from  assistant  managing 
editor  for  investigations.  Deborah  Jerome- 
Cohen  becomes  deputy  editorial  editor. 
Previously  she  was  editor  of  the  Perspec¬ 
tive  section.  Steve  Crabill  is  the  Star- 
Ledgers  new  special  projects  editor. 

N  E  VV  M  E  X  I  C  O 
Ralph  Damiani  has  been  named  editor 
of  the  Los  Alamos  Monitor.  Previously, 
Damiani  has  served  as  managing  editor 
of  the  Hobbs  News-Sun. 

Roy  Kent  has  been  appointed  managing 
editor  of  the  Alamogordo  Daily  News. 
Kent  previously  worked  as  an  editor  at 
the  Las  Cruces  Sun-News  and  was  sports 
editor  of  the  Clovis  News  Journal. 

NEW  YORK 

Joe  Vanderhoof  has  been  named  vice  presi¬ 
dent  and  general  manager  of  the  Times 
Herald-Record  in  Middletown.  Vander¬ 
hoof  has  been  a  publisher  for  Ottaway 
Newspapers  Inc.  in  Kentucky,  Minnesota 
and  Pennsylvania. 

Barry  Rothfeld  has  been  named  president 
and  publisher  of  the  Poughkeepsie  Jour¬ 
nal.  He  previously  was  president  and 
publisher  of  The  Ithaca  Journal.  James  J. 
Fogler  succeeds  Rothfeld  as  president  and 
publisher.  Fogler  previously  worked  as 
market  development  director  for  the  Press 
e?  Sun-Bulletin  in  Binghamton. 

Michele  McNally  has  been  named  director 
of  photography  for  The  New  York  Times. 
She  has  served  as  picture  editor  of  For¬ 
tune  magazine  since  1986.  Teresa  Tritch 


INNOVATION 

FOR  PROFITABLE  NEW  PRODUCT  DEVELOPMENT 

,  fundapnentally  new  way  for  senior  media  executives  to  approach 
product  development,  leading  to  disciplined,  sustainable  innovation 


wm 


Continuous  Innovation  is  critical  to  our 
industry's  future,  according  to  the  Readership 
Institute.  But  how  do  media  companies  develop 
an  ongoing  process  for  innovation?  This 
seminar  will  help  media  executives  make  the 
link  between  corporate  strategy  and  new 
product  development.  Participants  will  learn  to: 

•  Establish  a  mindset  for  true  innovation 

•  Form  and  lead  new  product  teams 

•  Identify  likely  target  markets  for 
innovative  products 

’  Analyze  ideas  and  turn  them  into 
profitable  new  businesses 
>  Bring  new  products  to  market 

Who  should  attend?  Senior  media  executives 
with  responsibility  for  market  development, 
new  product  development  or  new  business 
development. 

Product  Development  Simulation 

Also  on  the  schedule  is  a  multi-day  new 
product  development  simulation  that  will  allow 
participants  to  synthesize  and  apply  what 
they've  learned,  and  a  planned  visit  to  Discovery 
Networks  in  nearby  Bethesda,  Maryland,  for  a 
real-world  look  at  the  development  of  a  port¬ 
folio  of  new  products. 


Optional  Additional  Workshop:  . 

Building  the  Business  Case 
for  New  Products 

A  nuts-and-bolts  workshop  that  teaches 
participants: 

•  Basic  financial  accounting 

•  Activity-based  costing 

•  Calculating  stakeholder  value 

•  Preparing  a  comprehensive  business  plan 


The  Details 

When: 

July  18-21,  2004 

Optional  Additional  Workshop:  July  21-22,  2004 

Where: 

API,  Reston,  Virginia  (Reston  is  about  20  miles 
west  of  Washington,  DC) 

Cost: 

$1,915  ($1,350  for  base  seminar  alone) 
Hotel/meal  package: 

$850  ($625  for  base  seminar  alone) 
Reservations  and  Information: 

Please  contact  Elaine  Clisham,  API's  director  of 
marketing,  at  703-715-3321  or 
eclishamiSamericanpressinstitute.org 
Register  online  at: 

www.americanpressinstitute.org/04/NewBiz 


API 


American 
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Institute 


THE  LEADERSHIP  PLACE 


July  18-21,  2004 

Reston,  Virginia 

Optional  Additional  Workshop 
July  21-22,  2004 


ston,  from  sports  writer.  James  has  been 
with  the  sports  department  since  1997- 

NEVADA 

Monica  Liban  has  joined  the  Las  Vegas 
Review-Journal  and  Las  Vegas  Sun  as 
manager  of  its  Niche  Publications  divi¬ 
sion.  Chris  Trares  has  been  named  direct 
mail  manager  for  the  Las  Vegas  Review- 
Joumal/Sun. 

NEW  JERSEY 
Fran  Dauth  has  been  promoted  to  editorial 
page  editor  at  The  Star-Ledger  in  Newark, 
from  managing  editor  for  enterprise.  Suc- 


PENNSYLVANIA 

Sam  Gett 

has  been  named 
president  and 
publisher  of  the 
Pocono  Record  in 
Stroudsburg.  Gett  most  recent¬ 
ly  served  as  publisher  of  The 
Free  Press  in  Mankato,  Minn., 
a  post  he  has  held  since  1998. 
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has  joined  the  Times  editorial  board.  She 
previously  worked  as  a  contributing  edi¬ 
tor  at  the  Gallup  Management  Journal. 
Steven  Erlanger  has  been  named  the  Times’ 
Jerusalem  bureau  chief.  Erlanger  has 
been  cultural  news  editor  since  2002. 
Jonathan  I.  Landman,  who  most  recently 
served  as  assistant  managing  editor  for 
enterprise,  succeeds  Erlanger  as  cultural 
news  editor. 

Paul  C.  Atkinson  has  been  named  vice  presi¬ 
dent/business  development  for  the  News¬ 
paper  National  Network.  Previously, 
Atkinson  was  senior  vice  president  of 
advertising  for  The  Wall  Street  Journal. 

OHIO 

Robert  E.  Robbins  has  been  named  presi¬ 
dent  of  the  Newspaper  Network  of  Cen¬ 
tral  Ohio  and  president/publisher  of  The 
Advocate  in  Newark,  N.J.  Robbins  previ¬ 
ously  was  president/publisher  of  The 
Wausau  (Wise.)  Daily  Herald  and  a  VP 
in  the  Midwest  Newspaper  Group. 

Ron  Royhab  has  been  named  a  vice  presi¬ 
dent  of  The  Toledo  Blade  Co.  Royhab  is 
The  Blade’s  executive  editor. 


NEWSPEOPLE 

- -OBITUARIES- - 

William  D.  Rinehart 

79,  DIED  April  25 

TECH  CHIEF  LED  INDUSTRY  INTO  COMPUTER  AGE.  OFFSET  PRINTING 

WHEN  Bill  Rinehart  died  this  spring, 
our  industry  mourned  a  man  who 
contributed  much  to  the  way  it  works. 

I  had  the  pleasure  of  working  with  Bill  for  nearly 
20  years,  and  was  amazed  at  his  ability  to  foresee 
the  changes  necessary  for  the  business  to  remain  the 
primaiy  advertising  and  information  medium.  As 
head  of  the  American  Newspaper  Publishers  Associa¬ 
tion  Research  Institute  and  later  its  technology  de¬ 
partment,  the  former  press  maker’s  and  publisher’s 
engineer  fostered  improvements  in  all  areas  of  pro¬ 
duction,  established  an  advisory  service,  created  computer  and  telecommunications 
departments,  and  built  a  small  mechanical  show  into  today’s  Nexpo.  With  interests 
ranging  from  soy  inks  to  printing  substrates,  noise  suppression  to  on-press  imaging, 
even  early  online  news  delivery.  Bill  loved  the  business  and  its  people. 

Often  showing  a  tough  exterior,  sometimes  vehement  in  making  a  point,  he  never 
held  animosity  toward  those  with  contrary  views  after  a  decision  was  made.  More 
than  that.  Bill  was  one  of  the  most  compassionate  people  I’ve  known  —  ready  to  do 
everything  to  help  when  a  staffer  was  sick  or  in  trouble.  He  stayed  in  touch  with 
people,  offered  his  services.  We’ve  lost  someone  who  always  strived  to  improve  the 
newspaper  business.  I  lost  a  mentor  and  a  friend.  —  George  Cashau 

(Now  retired,  Cashau  succeeded  Rinehart  asANPA  senior  vice  president,  technology.) 


Robb  Krecklow  has  been  appointed  pub¬ 
lisher  of  the  Van  Wert  Times  Bulletin 
and  group  publisher  for  Van  Wert  and 
Ada.  Previously,  Krecklow  served  as 
publisher  of  The  Grand  Island  Indepen¬ 
dent  in  Grand  Island,  Nebraska. 

O  K  L  A  H  O  M  A 

Tom  Hite  has  been  named  classified  adver¬ 
tising  manager  and  Gary  Shaffer  is  the  new 
direct  marketing  manager  at  The  Okla¬ 
homan.  Hite  has  been  with  the  newspa¬ 
per  since  1995  and  served  as  an  account 
specialist  and  outside  sales  manager. 
Shaffer  has  worked  at  the  paper  as  a 
display  advertising  sales  manager  and 
direct  marketing  sales  manager. 

PENNSYLVANIA 
Paul  R.  Eyerly  IV  has  been  named  president 
of  Press  Enterprise  Inc.,  and  his  brother 
Brandon  R.  Eyerly  has  been  appointed  pub¬ 
lisher  of  the  Press  Enterprise  of  Blooms- 
burg.  Paul  R.  Eyerly  IV  has  served  as 
associate  publisher  of  the  Press  Enterprise 
since  2001,  while  Brandon  R.  Eyerly  has 
served  as  its  marketing  manager. 

James  Pitrone  has  been  appointed  manag¬ 
ing  editor  for  presentation  at  the  Bucks 
County  Courier  Times  in  Levittown.  He 


Free»Lance 


Led^(;rtDispatch 
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Pacific-Sierra  Publishing 

has  sold 


Gilroy  (CA)  Dispatch 

(4,700  daily  circulation) 

Jackson  (CA)  Ledger  Dispatch 

(6,600  twice-weekly  circulation) 

Morgan  Hill  (CA)  Times 

(3,300  twice-weekly  circulation) 


Hollister  (CA)  Freelance 

(3,200  daily  circulation) 

Santa  Cruz  (CA)  Good  Times 

(47,000  weekly  distribution) 

La  Jolla  (CA)  Light 

(28,000  weekly  distribution) 


and  associated  publications 


Mainstreet  Media  Group 

We  are  pleased  to  have  represented 
Pacific-Sierra  Publishing  in  this  transaction. 


Dirks,  Van  Essen  &  Murray 
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Robert  “Bus” 
Widlund 

85,  Died  May  10 
FORMER  EDITOR,  GREELEY 
(COLO.)  DAILY  TRIBUNE 

IT  IS  FITTING  THAT 
Robert  Widlund 
would  serve  as 
editor  of  the  Greeley 
(Colo.)  Daily  Tribune. 
After  all,  a  good  editor 
should  always  be  a  re¬ 
porter  first  and  foremost 
—  and  Widlund  was,  in 
fact,  the  Daily  Tribune’s 
first  full-time  reporter. 

Hired  in  1947,  Wid¬ 
lund  covered  many  of 
the  biggest  disasters  in 
local  history,  including 
the  bombing  of  a  United 
Airlines  plane  that 
crashed  near  Greeley  in 
1955,  killing  44  people, 
and  a  1961  collision  of  a 
train  and  school  bus  in 


which  20  children  were 
killed. 

Widlund  became  edi¬ 
tor  of  the  Daily  Tribune 
in  I960,  and  served  the 
paper  for  more  than  two 
decades  before  his  re¬ 
tirement  in  1982. 

Lou  Chapman 

90,  Died  April  30 
MILWAUKEE  SENTINEL  BASEBALL 
WRITER 

IF  ANYONE  COULD 

quote  you  statistics 
on  the  then-Mil- 
waukee  Braves,  it  was 
Lou  Chapman.  The  Mil¬ 
waukee  Sentinel  baseball 
writer  covered  ail  13 
years  of  the  Braves'  exis¬ 
tence  as  a  Milwaukee 
team,  as  well  as  the  first 
decade  of  the  Brewers. 

Chapman  covered 
baseball  in  what  many 


consider  the  sport’s 
golden  era,  when  sports- 
writers  and  players  min¬ 
gled  and  spoke  freely; 
he  counted  among  his 
friends  such  legends  as 
Jackie  Robinson  and 
home-run  king  Hank 
Aaron. 

A  relentless  reporter. 
Chapman  once  hid  in  a 
player's  locker  to  eaves¬ 
drop  on  a  team  meeting. 
The  results  of  his  tenaci¬ 
ty  paid  off:  He  won 
five  William  Randolph 
Hearst  Awards,  as  well 
as  several  national  press 
club  awards  and  was 
recognized  as  the  Wis¬ 
consin  sportswriter  of 
the  year  five  times.  In 
October  1999  he  was 
inducted  into  the  Media 
Hall  of  Fame  by  the 
Milwaukee  Press  Club. 


ire  than  two  deeadcs 


success I'ti  1  ly  recrii i l i ng 
superior  corporate  e.xeeulives. 
publishers,  editors,  managers 
in  all  departments. 

We  take  pride  in  the 
quality  of  our  personal  service 
it  has  earned  us  many  close, 
long-term  relationships. 


//rz/Jer  r  ct  r 

IWt.s  Colonial  Parkway  •  .Suilc  200 
lincrncss.  Illinois  60067-47.12 
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has  served  as  assistant  managing  editor  i 
for  presentation  since  1999-  Rose  Venditti  I 
Mclver  is  promoted  to  managing  editor  for 
content,  from  enterprise  editor.  Carl  La  VO 
has  been  appointed  assistant  managing 
editor  for  content.  He  has  been  with  the 
Courier  Times  for  32  years.  Mark  Murphy  is 
the  new  regional  advertising  sales  manag¬ 
er.  Rick  Moretti  has  been  promoted  to  busi¬ 
ness  development  manager,  from  account 
representative. 

John  Glass  has  been  promoted  to  circula¬ 
tion  director  for  the  Observer-Reporter 
in  Washington.  Glass  has  been  with  the 
newspaper  for  20  years,  and  has  served 
eis  a  salesperson  and  general  manager 
of  its  Greene  County  office. 

SOUTH  CAROLINA 
Joni  Weerheim  is  the  new  publisher  of  the 
Daily  Joumal/Messenger  in  Seneca.  She 
worked  for  12  years  as  publisher  and 
regional  VP  for  Edwards  Publications. 

i’  E  X  A  S 

Diana  Fuentes  has  been  named  editor  of 
the  Laredo  Morning  Times.  Previously, 
she  served  as  Sunday  state  editor  of  the 
San  Antonio  Express-News  and  managing 
editor  of  The  Beaumont  Enterprise. 

Anthony  Wilson  has  been  named  managing 
editor  of  the  San  Angelo  Standard-Times. 

He  previously  served  as  assistant  manag¬ 
ing  editor  of  the  Abilene  Reporter-News. 

Gilbert  Bailon  has  been  appointed  publish¬ 
er  and  editor  of  The  Dallas  Morning 
News’  Spanish-language  paper  A/  Dia. 

Stu  Wilk  has  been  appointed  vice  president 
and  associate  editor  of  The  Dallas  Morn¬ 
ing  News.  Walt  Stallings  becomes  senior 
deputy  managing  editor.  Sharon  Grigsby 
has  been  promoted  to  the  second  ranking 
editor  in  the  editorial  department.  Leona 
Allen  has  been  promoted  to  assistant 
managing  editor/suburbs/Collin  County. 

WASH  I N  GTO  N 
Rami  Grunbaum  is  the  new  deputy  business 
editor  at  The  Seattle  Times.  Grunbaum 
most  recently  served  as  editor  of  the  Puget 
Sound  Business  Journal. 

WISCONSIN 
Margaret  (Lani)  M.L.K.  Dorlack  succeeds 
Eugenia  (Genia)  A.  Lovett  as  president/pub¬ 
lisher  of  The  Reporter  in  Fond  du  Lac.  She 
previously  was  its  advertising  director.  i 
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EDITORIAL 

DIE  COMING  AD  n 

The  good  news  is  that  help-wanted  is  back.  The  bad  news  is, 
America’s  fastest-growing  retailers  don’t  get  the  newspaper 


After  a  disquietingly  slow 
start  at  the  beginning  of  the 
year,  help-wanted  ads  began 
returning  to  classified  sections 
just  in  time  for  the  annual  shareholder 
meetings  of  publicly  traded  newspaper 
companies.  As  that  season  draws  to  a 
close,  and  the  nervous  self-congratulatory 
applause  fades  away  in  anxious  afterglow, 
what  should  follow  is  deep  reflection  on 
the  tectonic  shift  in  retail  that  represents 
a  fundamental  challenge  to  the  way 
newspapers  do  business. 

This  challenge  to  adver¬ 
tising  was  not  addressed,  as 
far  as  we  could  tell,  at  any 
shareholder  gathering  in  the 
industry.  Ironically,  it  did 
arise  during  the  nation's 
best-attended  annual 
meeting,  the  get-together  of 
the  Warren  Buffett  cultists 
who  own  Berkshire  Hath¬ 
away  Inc.  stock.  “The  eco¬ 
nomics  of  newspapers  in  the  United  States 
are  very  close  to  certain  to  deteriorate  over 
the  next  10  to  20  years,”  Buffett  told  a  press 
conference  at  the  end  of  the  festivities. 
Print,  he  argued,  is  fading  in  importance 
compared  to  the  Internet  and  other  adver¬ 
tising  vehicles.  It  was  a  remarkable  vote  of 
non-confidence  from  a  man  who  not  only 
owns  a  newspaper.  The  Buffalo  (N.Y.) 
News,  but  whose  company  holds  an  18.1% 
stake  in  the  Washington  Post  Co. 

Buffett  is  identifying  a  global  problem. 
According  to  Zenith  Optimedia,  the  adver¬ 
tising  forecaster,  spending  on  print  world¬ 
wide  slid  from  $146.4  billion  in  2000  to 
$136.4  billion  in  2002,  and  achieved  only 
a  dead  man’s  bounce  last  year  to  $139.4 
billion. 


Instead  of 
adjusting  their 
business  model, 
newspapers  still 
chase  fading 
retailers. 


For  U.S.  newspapers,  an  immediate 
concern  is  the  rapid  growth  of  retailers 
who  bypass  the  medium  altogether.  As  the 
Washington-based  media  economist  Miles 
E.  Groves  has  pointed  out,  the  behemoth 
warehouse  clubs  and  superstores  that 
virtually  never  advertise  in  newspapers 
are  taking  over  the  retail  market.  This  seg¬ 
ment  accounted  for  16%  of  retail  in  1992, 
and  by  last  year  had  grown  to  more  than 
40%.  This  structural  shift  cost  newspapers 
a  little  more  than  $60  million  annually 
from  1992  to  2001,  says  Groves,  citing 

figures  from  a  Deutsche 
Bank  Securities  study. 

Economists  call  this 
the  “Wal-Mart  Effect,” 
but  it  could  just  as  easily 
be  called  the  “Starbucks 
Effect,”  after  another 
high-flying  consumer 
business  that  chose  to 
grow  without  newspapers. 

Instead  of  adjusting 
their  business  model  to  a  new  retail 
environment,  newspapers  chase  a  shrinking 
market  of  department  stores  and  discoun¬ 
ters  with  the  same  old  offer  of  efficient 
deliveiy  of  inserts  —  as  if  they  were  nothing 
more  than  Advo  with  better  editorial 
content. 

Of  course,  newspapers  should  continue 
to  sell  retailers  on  their  ability  to  drive 
floor  traffic  like  no  other  medium.  But 
there  must  also  be  a  new  emphasis  on 
the  unique  strength  of  newspapers,  with 
their  deep  relationships  with  their  commu¬ 
nities,  to  build  image  and  brand  for 
retailers  that  market  withoui  coupons 
or  Father’s  Day  sales.  Newspapers  sell 
themselves  short  when  they  compete  as 
mere  delivery  vehicles. 


America’s  Oldest  Journal  Covering  the  Newspaper  Industry 
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PRESSING  ISSUES 


From  Atascadero  to  ‘Doonesbury’ 


AFACETOIFMN 

This  father  backs  media  tributes  to  the  dead  in  Iraq  — 
for  his  son,  for  other  U.S.  soldiers,  and  for  Iraqis,  too. 


Bill  Mitchell  never  expected  his  boy  to  make 
“Doonesbury,”  let  alone  “Nightline.”  He  was  happy 
enough  that  his  son  Mike  had  made  a  man  of 
himself  in  the  U.S.  Army,  while  not  losing  his  compas¬ 
sion  and  fun-loving  nature.  But  now,  this  spring,  here 
is  the  face  of  Michael  W.  Mitchell,  staff  sergeant  in  the  U.S.  Army,  in 
The  Washington  Post,  on  “Nightline”  and  on  the  front  page  of  USA 
Today,  his  name  plastered  all  over  other  newspapers  and,  this  past 
Sunday,  etched  in  a  panel  of  Garry  Trudeau’s  comic  strip. 

What  this  means,  of  course,  is  that  Mike  Mitchell  is  victim  of 

the  war  in  Iraq,  shot  by  a  sniper  on  April  Less  than  three  weeks  later,  Mike  would 
4,  dead  at  the  age  of  25,  after  volunteering  come  home,  in  a  coffin,  with  a  flag  draped 
to  take  control  of  a  tank’s  machine  gun  over  it. 

during  an  ambush  in  Sadr  City.  I  met  Bill  Mitchell  (no  relation)  in  an  odd 

What  does  his  father,  a  53-year-old  Army 
veteran  who  lives  in  Atascadero,  Calif, 
think  of  the  “Doonesbury”  mention  and 
similar  honors,  which  some  pro-warriors  in 
the  press  have  denounced?  “I  like  seeing 
the  names  out  there,”  he  told  me  last  week, 
six  days  before  Trudeau’s  tribute.  “Other¬ 
wise,  they  are  just  unknown  soldiers.” 

Surprisingly,  he  took  it  further:  “I  would 
welcome  printing  the  name  of  anyone  who 
has  died  due  to  this  war.  Is  an  American  but  appropriate  way.  When  I  wrote  a  col- 

death  worth  more  than  the  death  of  an  umn  comparing  the  Iraq  war  with  Vietnam 

Iraqi,  an  Australian,  or  a  Spaniard?  I  would  on  April  8  —  then  a  bit  of  a  stretch,  now  far 

bet  you  the  grieving  parents  of  those  who  from  far-fetched  —  I  ended  it  with  a  tribute 

were  killed  could  straighten  out  some  to  the  Americans  lately  killed  in  action, 

people  in  America  who  only  think  our  using  a  list  The  New  York  Times  carries 

loved  ones  are  important!  These  deaths  are  every  day  (this  was  before  naming  the  dead 

the  real  cost  of  war,  and  every  single  one  became  fashionable).  Among  the  names: 

should  be  given  the  honorable  mention  it  Michael  W.  Mitchell.  Someone  apparently 

deserves.”  forw’arded  this  column  to  Bill,  who  was  in 

Bill  didn’t  require  the  death  of  his  son  to  Germany,  looking  after  Mike’s  fiancee, 

oppose  this  war,  however.  He  carried  a  sign  Bianca.  Bill  wrote  me  a  note  thanking  me 
during  a  March  20  peace  protest  near  his  for  attaching  a  name  to  the  number  that 

home  that  read,  “Bring  my  son  home  now.”  was  his  son. 


over  It. 

I  met  Bill  Mitchell  (no  relation)  in  an  odd 


“I  like  seeing  the 
names  out  there,”  the 
grieving  father  said. 
“Every  one  should  he 
given  the  honorable 
mention  it  deserves.” 


but  appropriate  way.  When  I  wrote  a  col¬ 
umn  comparing  the  Iraq  war  with  Vietnam 
on  April  8  —  then  a  bit  of  a  stretch,  now  far 
from  far-fetched  —  I  ended  it  with  a  tribute 
to  the  Americans  lately  killed  in  action, 
using  a  list  The  New  York  Times  carries 
every  day  (this  was  before  naming  the  dead 
became  fashionable).  Among  the  names: 
Michael  W.  Mitchell.  Someone  apparently 
forw’arded  this  column  to  Bill,  who  was  in 
Germany,  looking  after  Mike’s  fiancee, 
Bianca.  Bill  wrote  me  a  note  thanking  me 
for  attaching  a  name  to  the  number  that 
was  his  son. 


We  began  corresponding.  When  Tami 
Silicio’s  now-famous  photo  of  caskets  wait¬ 
ing  to  be  flown  home  from  Kuwait  ap¬ 
peared  in  The  Seattle  Times,  breaking  the 
Pentagon  ban  on  such  shots.  Bill  told  me  he 
was  positive  the  body  of  his  son  was  in  one 
of  them:  The  dates  lined  up.  Later,  he  sent 
me  a  letter  he’d  just  mailed  to  the  Seattle 
Times,  backing  what  Silicio  and  the  news¬ 
paper  had  done.  I  wrote  a  column  about 
that,  and  when  that  got  a  strong  response, 

I  directed  a  few  media  inquiries  to  Bill. 

Then  Bill  sent  me  a  copy  of  a  letter  he 
had  mailed  to  Mike’s  commanding  officer, 
full  of  pride,  gratitude,  and  anger.  One  line 
jumped  out  at  me,  as  Bill  described  the 
“irony”  that  his  son  “was  killed  by  the  very 
people  that  he  was  liberating.  This  is  insan¬ 
ity!”  He  added:  “I  am  having  a  major  prob¬ 
lem  with  being  OK  with  his  death  under 
these  circumstances  and  I  really  do  not 
believe  that  Iraq,  the  world,  or  the  lives 
of  his  family  and  fnends  are  better  due  to 
his  death.”  One  can  only  imagine  the  pain 
between  those  lines. 

I  wrote  an  online  column  about  that,  too, 
describing  it  as  a  motivation  for  my  urging 
at  least  one  major  U.S.  newspaper  to  break 
ranks  and  call  for  a  phased  withdrawal 
from  Iraq  —  instead  of  sending  more 
troops,  the  favored  position.  That  got  a  lot 
of  response  as  well,  including  the  honor  of 
being  denounced  by  Rush  Limbaugh. 

Bill’s  now  back  in  California.  His  son’s 
empty'  military  casket  is  still  in  his  garage, 
when  Bill  was  out  of  the  country,  he  had 
,  to  pass  on  offers  to  appear 

nC  on  major  TV  show's, 

PC  the  finds  that  in- 

^  ,  j  terest  in  Mike’s  story  has 

*  S3.1Q.  passed.  “It’s  as  if  I  missed 
the  window  of  opportuni- 
,  ..  ty,”  he  said.  Now  the 

lF3.DiC  media  focuses  on  more 

erveS.^*  sensational  war  news 

while  “ignoring  those  who 
are  still  dying  every  day.” 

But  Bill  also  takes  a  longer  view:  “Some¬ 
one  needs  to  take  a  step  back  and  analyze 
what  has  happened  in  Iraq  over  the  last  14 
months.  We  are  now  at  war  with  those  very 
people  that  we  set  out  to  liberate.  I  just 
keep  asking  people  how  they  would  be 
acting  if  Iraqi  tanks  were  running  up  and 
down  the  streets  of  America.” 


Donations  to  the  Mike  Mitchell  Memorial 
Fund  can  be  sent  c/o  Santa  Lucia  Bank, 
7480  el  Camino  Real,  Atascadero,  CA 
93422. 
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ETHICS  CORNER 


Maine  squeeze 


Ted  Cohen,  who  got  and  lost  the  scoop  on  George  W.  Bush’s 
drunk  driving  record,  charges  his  paper  forced  him  to  retire 


Get  ready  for  The  George  Bush  Drunk-Driving 
Defamation  Suit  —  soon  to  be  filed  by  Ted  Cohen,  a 
53-year-old  former  reporter  for  The  Portland 
(Maine)  Press  Herald,  against  his  old  bosses.  The 
problem?  Cohen  alleges  the  Press  Herald  is  publicly 
humiliating  him  because  it  won’t  forget  he  told  the  media  that  his  pa¬ 
per  refused  to  publish  the  story  on  Bush’s  drunk  driving  conviction 
during  the  2000  presidential  campaign  because  it  was  old  news. 

The  suit,  which  is  being  drafted,  may  attract  a  brigade  of  reporters 
to  Kennebunkport,  where  the  Bush  family  has  its  summer  home. 


“I’m  suing  them  because  they’re  ruining 
my  professional  career,  and  my  good 
name,”  Cohen  told  me.  “It’s  all  a  reporter 
has.  The  only  thing  I  did  wrong  was  to 
give  them  a  stoiy'  they  failed  to  print.” 

President  Bush  never  mentioned  the 
conviction  until  WPXT-TV,  a  Fox  affiliate 
in  Portland,  broke  the  story  five  days  before 
the  2000  election.  John  C.  Campbell,  one 
of  the  attorneys  now  involved  in  filing  the 
suit,  is  counting  on  the  media’s  hunger  for 
presidential  gossip  to  generate  sympathetic 
stories  for  Cohen. 

The  suit  may  be  a  legal  nightmare  for 
Frank  Blethen,  the  CEO  of  the  Seattle 
Times  Co.,  whose  family  owns  most  of 
The  Seattle  Times  as  well  as  the  Portland 
Press  Herald. 

Cohen’s  targets  are  Ryan  Blethen,  Frank 
Blethen’s  son;  Jeannine  A  Guttman,  execu¬ 
tive  editor  and  vice  president  of  the  Press 
Herald,  and  managing  editor  Eric  Conrad. 

On  Jan.  31, 2001  —  the  week  after 
George  W.  Bush  was  sworn  in  as  president 
—  Guttman  suspended  Cohen  for  a  week 
without  pay  because  he  covered  a  severe 
snowstorm  by  telephone.  The  Newspaper 


Guild  filed  a  grievance,  and  last  month 
Cohen  received  $1,000  for  his  lost  pay  as 
part  of  a  settlement  in  which  the  paper 
admitted  to  no  wrongdoing. 


The  Press  Herald  left  Cohen  alone 
until  September,  2002,  when  Ryan 
Blethen,  31,  the  fifth-generation  scion  of 
the  family,  was  made  a  regional  editor. 
Blethen  immediately  took  Cohen  off  the 
Kennebunkjxjrt  beat  he  had  been  on  for 
10  years  —  a  move  that  sent  a  message  to 
the  Press  Herald  newsroom  that  the  Bush 
OUI  (operating  under  the  influence)  con¬ 
viction  was  off-limits  during  the  2004 
presidential  campaign. 

“I  just  wanted  to  move  people  around, 
shake  things  up  a  bit,”  Blethen  said  in  a 


telephone  interview.  “We  do  those  kinds 
of  things  all  the  time  around  here.” 

Maybe.  But  pulling  Cohen  out  of  Ken¬ 
nebunkport  was  not  a  routine  transfer, 
according  to  sources.  “Ryan  never  told  me 
I  was  being  reassigned,”  said  Cohen,  a  Press 
Herald  reporter  since  July,  1975.  “I  found 
out  when  some  other  reporters  asked  me 
what  I  thought  about  it.” 

Since  then,  Cohen  charges  Ryan  Blethen 
won’t  process  his  overtime,  threw  away 
expense  vouchers,  and  called  him  at  home 
with  assignments  while  he  was  on  vacation. 
Blethen  declined  to  discuss  any  of  these 
allegations  with  me. 

On  March  9,  2004,  Cohen  asked  to  go 
on  sick  leave,  too  stressed  out  to  work  with 
Blethen  any  longer,  he  said.  One  week 
later,  the  Press-Herald,  prodded  by  another 
Newspaper  Guild  grievance,  agreed  to  let 
Cohen  be  examined  by  Dr.  Jane  Glass  —  a 
specialist  who  often  consults  on  workplace 
issues  for  the  paper. 

Dr.  Glass’  verdict:  Get  Cohen  a  new 
editor,  or  bring  in  a  mediator.  Guttman  ig¬ 
nored  the  doctor’s  report  and  wrote  Cohen 
a  letter  ordering  him  to  return  to  work. 

Then  things  got  testy.  Cohen  told  Alex 
Irvine  of  The  Portland  Phoenix:  about  his 
parting  from  the  paper  and  expressed  his 
bitterness  at  the  way  he  was  being  treated. 

In  that  article,  Irvine  quoted  part  of  a 
statement  Guttman  and  Conrad  had  circu¬ 
lated  to  the  media  calling  Cohen  “a  disgrun¬ 
tled  employee”  who  had  sent  out  “false 
and  misleading  statements”  about  his 
problems  at  the  newspaper. 

And  so  a  court  Ccise 
was  bom,  patterned  on 
the  libel  action  filed  a  half- 
dozen  years  ago  by  Ralph 
Cipriano,  a  former  inves¬ 
tigative  reporter  for  The 
Philadelphia  Inquirer. 
Cipriano  received  a 
reported  $1  to  $4  million 
settlement  after  Robert 
Rosenthal,  then  the  Inquirer's  editor, 
told  The  Washington  Post  his  reporting 
was  not  “truthful.” 

The  Maine  Department  of  Labor  recently 
awarded  Cohen  unemployment  benefits  — 
ruling  he  left  the  Press  Herald  because  it 
was  affecting  his  health.  The  newspaper 
has  appealed. 

“Ted  abandoned  his  job,”  said  Jeannine 
Guttman.  “He  wouldn’t  come  back  to  work. 
This  case  is  not  about  what  happened  in 
2000  with  George  Bush  ...  Ted  has  been 
a  great  journalist.”  11 


Ted  Cohen  told  me 
he’s  suing  his  former 
paper  “because 
they’re  ruining  my 
good  name ...  It’s 
all  a  reporter  has.” 
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Famed  designer  Mario  Garcia, 
and  many  others,  have  tabloid 
fever  —  and  it’s  catching 

BY  MARK  FITZGERALD 


TO  SEE  WHAT  MANY  U.S.  NEWSPAPERS 
will  look  like  by  the  end  of  the 
decade,  travel  to  a  Swedish  city  a 
couple  of  hundred  miles  shy  of  the 
Arctic  Circle,  where  designer  Mario 
Garcia  is  applying  the  finishing  touches  to  the 
extreme  makeover  of  the  Goteborgs-Posten.  After 
146  years,  this  serious,  respected,  politically  liberal 
broadsheet  —  the  second-biggest  morning  daily  in 
the  nation  —  is  becoming  a  tabloid. 

The  GP,  as  everyone  calls  it,  took  its  time 
making  the  transition.  After  eight  years  of  internal 
hemming  and  hawing,  the  GP  in  March  2001 
began  publishing  its  entertainment  section  as  a 
tab,  and  last  year  it  switched  the  sports  and  busi¬ 
ness  sections  as  well.  The  262,000-circulation  paper 


icrim*"' 


Even  birds  like  that  look:  Mario  Garcia,  surrounded  by  front  pages 
of  many  of  his  redesigns,  says:  “This  trend  is  unstoppable.” 
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won’t  go  completely  tabloid  until  October,  j  “We  expect  to  see  more  and  more  news-  ;  And  on  May  17,  it  dropped  the  broad- 
but  for  the  past  three  years  readers  have  papers  move  to  the  tabloid  format  for  a  sheet  version  and  went  completely  tabloid, 

asked  one  question  repeatedly,  Garcia  number  of  reasons,  the  biggest  being  that  Closer  to  home,  every  Canadian  city  of 

reports:  “They  keep  saying,  why  don’t  readers  like  them,  and  the  second  being  any  size  has  at  least  one  tabloid  daily, 

you  do  the  whole  thing?  What  are  you  that  younger  people  in  particular  like  Kubas  notes.  A  year  ago.  The  London  (On- 

waiting  for?”  them,”  says  Len  Kubas,  president  of  Kubas  tario)  Free  Press  converted  its  Sunday  paper 

Garcia  sounds  like  he’s  getting  a  little  Consultants,  a  Toronto-based  consulting  to  a  tabloid.  The  paper  has  been  besieged 

impatient,  too  —  at  newspaper  publishers  firm  to  U.S.  and  Canadian  newspapers.  by  readers  who  hoped  —  or  feared  —  the 

back  in  America  who  don’t  understand  Edward  Schumacher  Matos,  CEO  and  daily  would  become  a  tabloid.  Editor  in 

that  readers  want  their  hometovm  paper  editorial  director  of  Meximerica  Media,  Chief  Paul  Berton  wrote  in  an  April  10  col- 

to  be  a  tabloid.  G2U‘cia  isn’t  talking  about  is  willing  to  go  even  further  out  on  a  limb:  umn.  “We  have  no  plans  to  turn  The  Lon- 

the  many  tab  products  —  from  quick-read  “I  will  tell  you  this:  Twenty  years  from  don  Free  Press  into  a  compact,”  Berton 

commuter  and  youth-oriented  papers  to  now  every  daily  newspaper  will  be  a  tabloid,  wrote.  “But  here’s  what  I  think:  It’s  only 

Spanish-lamguage  dailies  and  corporate-  The  New  York  Times  will  be  a  tabloid.  The  a  matter  of  time.” 

owned  “alternatives”  —  that  U.S.  publishers  Washington  Post  will  be  a  tabloid.  The  only  And  now,  it  seems,  it’s  America’s  turn, 
are  rolling  out  these  days.  paper  in  the  country  that  won’t  be  a  tab  The  signs  are  already  here.  The  San  Fran- 

He’s  talking  about  converting  your  will  be  The  Wall  Street  Journal.”  cisco  Examiner  is  now  a  tabloid.  Just  a  few 

broadsheet  to  a  tabloid.  weeks  ago,  the  Tracy  (Calif.)  Press  shocked 

“The  readers  absolutely  want  them.  The  Small  WOl'ld  its  readers  by  turning  tabloid  —  over  a 

trend  is  there,  and  this  trend  is  unstop-  Certainly  the  rest  of  the  world  seems  to  weekend.  And  when  The  Miami  Herald 

pable,”  he  declares,  speaking  by  phone  be  in  the  midst  of  a  tabloid  takeover.  “Does  was  planning  its  redesign,  it  seriously 

from  his  Radisson  SAS  hotel  in  Gdteborg  the  current  tabloid  boom  spell  the  advanc-  considered  going  tabloid.  Stymied  by  pro¬ 
in  early  May.  He  recently  completed  the  ing  death  of  the  broadsheet?”  asked  a  pro-  duction  constraints  in  adopting  the  format, 

much-lauded  makeover  of  the  Melville,  gram  note  for  a  discussion  during  the  the  Herald  nevertheless  transformed  its 

N.Y.,  tab  Newsday.  “Since  1984, 1  have  nev-  World  Association  of  Newspapers’  annual  daily  ‘Tropic”  feature  section  into  a  tab. 

er  seen  a  focus  group ...  where  readers  were  meeting  about  what  it  calls  global  “tabloid 

presented  with  a  choice  of  a  broadsheet  or  fever.”  i  The  bad-boy  format 

a  tabloid,  which  did  not  prefer  the  tabloid.  In  Europe,  Garcia  says,  his  Tampa,  Fla.-  Yet,  even  in  the  midst  of  this  tabloid 

Not  once.”  And  as  for  moving  slowly  to  a  based  design  firm  Garcia  Media  is  now  fever,  the  very  word  still  frightens  some 

tabloid,  Garcia  adds,  that’s  more  useful  for  doing  two  or  three  broadsheet-to-tabloid  U.S.  publishers.  Right  now,  Garcia  is 

timorous  editors  and  publishers  than  for  conversions  every  month.  The  same  Octo-  working  on  the  redesign  of  a  broadsheet 

the  public:  “Readers  don’t  care  about  evolu-  ber  day  that  the  GP  finally  goes  tab,  so  will  he  won’t  identify  that  has  asked  him  to 

tionaiy' steps  — they  just  want  you  to  do  it.”  DageTrsATy/relerofStockholmandthe  prepare  a  tabloid  prototype  along  with 

Garcia  isn’t  the  only  industry  figure  pre-  !  Sydsvenska  Dagbladet  of  Malmo,  Sweden.  other  redesign  ideas.  ‘The  publisher  tells 

dieting  that  the  typical  American  broad-  Tabloids  are  sweeping  Germany.  Every  big-  me,  very  seriously,  that  the  term  ‘tabloid’ 

sheet  is  about  to  undergo  a  transformation  city  daily  in  Spain  is  now  a  tabloid.  is  not  to  be  used  in  this  project,”  Garcia 

that  will  make  the  universal  newspaper  Even  the  hallowed  Times  of  London  says.  “He  told  me.  You  can  do  a  tabloid  — 

adoption  of  narrow,  50-inch  web  width  now  prints  a  tabloid  version  along  with  its  but  don’t  call  it  a  tabloid.”’ 

look  like  a  baby  step  in  evolution.  In  the  broaxlsheet  editions.  And  for  good  reason:  This  passionate  advocate  of  tabloids 

view  of  a  growing  number  of  big-picture  In  its  first  month.  Times  circulation  jumped  won  him  industry  renown  for  his  work  on 

industry  experts,  the  long-reviled  tabloid  an  average  35,000  on  the  weekdays  it  broadsheets  that  literally  covered  the  globe, 

format  —  once  fit  only  for  smudgy  papers  prints  a  tab  version.  Going  tabloid  may  from  El  Mercurio  in  Chile  to  Het  Parool 

devoted  to  gossip  and  gore  —  will  prove  have  saved  The  Independent  from  shutter-  in  Amsterdam.  Among  his  recent  U.S. 

to  be  the  savior  of  U.S.  newspapers,  just  as  ing.  Since  becoming  the  first  U.K  paper  to  redesigns,  besides  The  Miami  Herald 

it  is  reviving  the  declining  circulations  of  offer  twin  versions  of  its  paper  in  Septem-  and  Newsday.  the  Staten  Island  Advance, 

venerable  European  dailies.  ber,  circulation  is  up  18%.  The  Charlotte  Observer,  and  what  he  calls 
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Daily  news  meetings  in  Dallas  at  Quick:  Young  people  favor 
the  “alternative,”  so  nearly  all  of  the  new  rollouts  are  tabs 

“They  just  did  not  like  it,  so  that  lasted  self,”  Mi 

very  briefly,  maybe  a  matter  of  a  few  about  th 

weeks.”  It  remains  the  only  tabloid  in  the  turned  o 
Ottaway  newspaper  group.  be  succe 

Moss  says  he’s  amused  that  tabloids  have 
now  captured  so  much  industry  attention.  Choici 
“We  always  knew  that  life  would  catch  up  So  ho’ 

with  us  sooner  or  later,”  he  laughs.  pariahs  1 

That  was  a  rare  success  story.  A  more  may  app 

typical  experience  was  the  short,  unhappy  makes  a 
life  of  the  St.  Louis  Sun.  The  paper  was  ere-  For  oi 

ated  in  1989  by  Ralph  Ingersoll  II,  who  at  downsiz 
the  time  was  considered  one  of  the  indus-  “I  kind  c 

tiy^’s  young  visionaries.  In  those  heady  early  inch  era 
days  of  high-tech,  Ingersoll  marketed  the  embrace 
tabloid  as  a  “laptop”  format,  says  Jim  designei 

Mueller,  an  assistant  professor  of  journal-  For  a 

ism  at  the  University  of  North  Texas.  young  p 

Several  factors,  most  notably  an  atro-  stream  r 
cious  circulation  system,  conspired  to  kill  papers,  ^ 


the  paper,  Mueller  says,  but 
St.  Louis  readers  also  never 
really  embraced  the  “laptop,” 
either.  “In  their  last  three 
months,  they  did  make  a  con¬ 
scious  attempt  to  take  the  paper 
downmarket,  to  be  a  tabloid  — 
and  that  really  backfired  on 
them,”  says  Mueller. 

The  front  page  was  reserved 
for  increasingly  bizarre  stories, 
such  as  one  about  a  giraffe  with 
AIDS.  Mueller  recalls  one  par¬ 
ticularly  infamous  headline  over 
a  story  about  a  lawsuit  accusing 
a  man  of  biting  a  woman  in  the 
buttocks:  “He  Bit  Hers.  She 
Sued  His.”  Readers  and  adver¬ 
tisers  recoiled,  and  the  Sun  set 
after  just  seven  months. 

When  Mueller  interviewed 
Ingersoll  in  1995,  the  publisher 
dismissed  the  Sun  as  a  failed 
opie  favor  experiment.  “In  a  sense,  though, 
are  a  s  ingersoll  was  too  harsh  on  him¬ 
self  ”  Mueller  says  now.  “He  had  a  vision 
about  these  kinds  of  papers,  and  as  it 
turned  out,  you  can  create  them ...  and 
be  successful.” 

Choice  of  a  new  generation 

So  how  did  tabloid  boosters  go  from 
pariahs  to  prophets?  The  transformation 
may  appear  startling  at  first,  but  it  actually 
makes  a  lot  of  sense. 

For  one  thing,  the  industry  has  already 
downsized  the  standard  newspaper  page. 

“I  kind  of  wondered  when  the  whole  50- 
inch  craze  would  eventually  lead  to  an 
embrace  of  the  tabloid  format,”  says 
designer  Reason. 

For  another,  newspapers  noticed  that 
young  people  who  mostly  shunned  main¬ 
stream  newspapers  embraced  alternative 
papers,  which  are  virtually  all  tabloids. 
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his  “ultimate  assignment,”  the  redesign 
of  The  Wall  Street  JourTial. 

The  tabloidization  of  the  U.S.  daily 
newspaper  would  have  been  unthinkable 
only  a  few  years  ago.  Ron  Reason,  vice 
president  and  creative  director  of  Chicago- 
based  Garcia  Media,  recalls  the  reactions  he 
used  to  get  as  recently  as  a  year  or  two  ago 
whenever  he  told  people  he  was  working 
on  a  redesign  for  a  tabloid:  “Oh,  well,  the 
tabloid  format,  pooh-pooh-pooh.  It  was 
like  an  instantaneous  cut-off.” 

The  tabloid’s  reputation  as  a  vulgar  for¬ 
mat  is  not  entirely  deserved.  To  be  sure,  the 
full-throated  antics  of  big-city  tabs  —  the 
New  York  Daily  News  publishing  a  photo  of 
Ruth  Snyder’s  electric-chair  execution  in 
the  1920s  or  the  New  York  Post  headlines 
such  as  “Headless  Body  in  Topless  Bar” 
in  the  1980s  —  along  with  the  excesses 
of  the  supermarket  tabs,  set  a  certain 
downmarket  tone  for  tabloids. 

But  as  journalism  historian  W.  Joseph 
Campbell  notes,  America’s  original  Yellow 
Journalism  scandal  sheets  were  broad¬ 
sheets.  The  first  U.S.  tabloid,  he  says,  was 
a  one-day  experiment,  published  by  Joseph 
Pulitzer  on  Jan.  1, 1900  to  represent  the 
newspaper  of  the  20th  century. 

The  century  would  be  hard  on  tabloids. 
Of  the  1,457  daily  newspapers  still  around 
in  2003,  just  43  were  tabloids,  according 
to  the  Editor  Gf  Publisher  International 
Year  Book.  Certainly  some  serious,  upscale 
newspapers  flourished  as  tabloids,  includ¬ 
ing  the  Rocky  Mountain  News  in  Denver 
and  Newsday  in  Melville,  N.Y.  The  Times 
Herald-Record  in  Middletown,  N.Y.,  started 
life  as  a  tabloid,  but  in  I960  decided  it 
should  go  broadsheet  to  show  that  it  was  a 
serious  newspaper,  says  Publisher  James 
Moss.  “From  what  I’m  told,  the  readership 
and  the  market  went  nuts,”  Moss  says. 
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^  If  they  were  banned,  how  can  they  still  be  legal 
to  buy,  to  shoot  and  to  sell  under  federal  law?^^ 


•]| 


JournalistsHcan  become  mired  in  mis¬ 
conceptions  on  this  issue  and  other  technically 
complicated  firearms  topics. 

The  “assault  weapon’  portions  of  the  Crime 
Bill  passed  by  Congress  in  1994,  for  example, 
do  not  forbid  ownership  of  semi-automatic 
firearms  but  banned  cosmetic  features  on 
firearms  unrelated  to  their  mechanical  opera¬ 


tion.  Those  are  the  provisions  that  will  sunset 
In  September. 

Forty  million  Americans  safely  enjoy  the 


shooting  sports  each  year.  Many  of  them  use 
"banned"  firearms  for  recreation  and  competi¬ 
tive  shooting.  If  your  reporting  and  editorial 
positions  don't  reflect  that  reality,  you're 
missing  an  important  part  of  the  story. 

You've  got  questions,  we've  got  answers. 


How  can  it 


Aiming  for  Aocuiacy 


We're  the  National  Shooting  Sports 
Foundation,  since  1961  the  trade  association 
for  the  manufacturers  and  sellers  of  firearms, 
ammunition  and  other  products  for  the  shoot¬ 
ing  sports.  We  promote  firearms  safety,  the 
responsible  ownership  of  guns  and  their  lawful 
enjoyment. 

NSSF's  Aiming  for  Accuracy  program 
helps  reporters  get  the  story  right.  Our  Non- 
Fiction  Writer's  Guide  is  a  great  reference  on 
the  gun  issue,  and  our  media  seminars  have 
put  some  of  the  country's  top  journalists  on 
the  firing  range.  Visit  the  Media  Resources 
section  at  http://www.nssf.org,  and  call  us  at 
(203)  426-1320  to  learn 
more  about  ways  you  can 
be  an  authority  on  this 
issue.  After  all,  40  million 
Americans  expect  it. 


www.nssf.org 
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There’s  a  natural  attraction  to  tabs  by  kids 
who  have  grown  up  with  a  profound  sense 
of  mobility,  observes  Laura  Gordon,  the 
former  consumer  products  marketer  who 
heads  The  Dallas  Morning  News  new 
products  division. 

In  research  for  a  free  daily  youth  paper 
that  eventually  became  the  recently  launched 
Quick,  the  Morning  News  found  that  “for 
most  people...  mobility  and  the  newspaper 
sometimes  work  at  cross  purposes,”  says 
Gordon,  who  became  Quick’s  publisher. 

The  portability  and  compact  size  of  a  tabloid 
were  critical  even  in  a  city  such  as  Dallas, 
which  has  few  mass  transit  commuters,  she 
says:  “We  call  it  the  ‘taco  test,’  the  idea  that 
you  can  have  a  newspaper  open  and  have  a 
taco  at  a  Taco  Bell  without  going  into  other 
peoples’  space.” 

Newspapers  discovered  that  other  demo¬ 
graphics  they  are  trying  so  hard  to  reach  — 
especially  women  and  Spanish  speakers  — 
have  no  negative  attitude  about  tabloids. 

When  Meximerica  set  out  to  create  daily 
Spanish-language  newspapers  called  Rumbo 


in  four  Texas  cities,  it  intended  to  publish 
them  as  broadsheets.  ‘We  thought  that 
would  be  the  more  respectable  sort  of  shape, 
and  we  wanted  to  tell  the  reader  that  we  are 
as  good  as  any  American  paper,”  Meximerica 
CEO  Matos  said.  Pre-launch  research  and 
focus  groups,  however,  quickly  established 
that  its  target  audience  of  Mexican  immi¬ 
grants  did  not  make  that  distinction.  The 
Rumbo  papers  will  be  tabloids  when  they 
launch  later  this  month  or  in  early  July. 

A  call  to  arms 

But  if  there  was  one  development  that  got 
publishers  thinking  about  tabloids,  says  con¬ 
sultant  Len  Kubas,  it  was  the  entry  of  the 
quick-read  commuter  paper  Mefro  into  U.S. 
markets.  The  rapid  growth  of  the  Swedish- 
owned  company  scared  big-city  newspapers 
into  countermeasures. 

That’s  why  the  Chicago  Tribune  created 
RedEye.  Metro  never  did  come  to  Chicago, 
but  the  quick-read  youth  daily  immediately 
faced  competition  from  the  Chicago  Sun- 
Times’  hurriedly  created  Red  Streak.  From 


the  start,  the  Tribune  never  consid¬ 
ered  anything  but  the  tabloid  format 
for  RedEye,  says  Editor  Joe  Knowles. 

“It  just  seemed  natural  for  a  com¬ 
muter  town,”  says  Knowles.  The  pa¬ 
per  puts  its  gossip  on  the  back  page 
so  there’s  something  to  read  even  if 
the  commuter’s  subway  or  bus  is  too 
crowded  to  open  the  paper.  Perhaps 
even  more  important,  RedEye  had 
to  be  different  from  the  Tribune, 
he  adds. 

RedEye’s  newsroom  also  operates 
differently  than  the  Tribune’s  across 
the  hall.  To  come  up  with  the  front¬ 
page  headline,  for  instance,  the  staff  gathers 
and  shouts  ideas,  a  practice  Knowles  recalls 
from  a  brief  foray  at  the  New  York  Daily 
News. 

As  metros  go  tabloid,  they,  too,  will  have 
to  change  the  way  they  operate  —  not  just 
the  way  they  look,  says  designer  Mario 
Garcia. 

“This  is  why  I  like  to  call  them  ‘compacts,’ 
not  tabloids,  because  not  only  are  you  com¬ 
pacting  the  page,  you  must  compact  the 
news,”  he  says.  But  Garcia  argues  that  even 
the  most  complete  papers  can  make  the  tran¬ 
sition  successfully.  He  notes  that  the  massive 
New  York  Times  already  prints  as  a  tabloid 
insert  carried  in  European  newspapers.  And 
the  very  wide  broadsheet  Wall  Street  Journal 
publishes  a  tabloid  version  every  Thursday  in 
Tribune  Co.’s  Spanish-language  tabloid  Hoy. 

A  dose  of  the  'Grecian  Formula’ 

American  newspaper  publishers  are  noto¬ 
riously  slow  to  change.  U.S.  papers  lagged 
behind  other  nations  in  almost  every  funda¬ 
mental  development,  from  converting  to  off¬ 
set  printing  and  adding  color  to  narrowing 
the  broadsheet  page.  So  the  likely  U.S.  path 
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RedEye  Features  Editor  Cara  DiPasquale,  center,  i 
page.  The  staff  of  the  Chicago  Tr/hune-launched  y 

to  tabloidization  is  what  Mario  Garcia  calls 
“the  Grecian  Formula  way”  —  slowly  con¬ 
verting  the  paper,  one  section  at  a  time. 

The  Tracy  Press  took  the  opposite  tack. 

For  competitive  reasons  they  didn’t  want  to 
tip  their  hand  too  soon,  so  they  announced 
they  were  going  tabloid  on  a  Thursday,  and 
the  following  Monday  published  a  radically 
different  looking  product,  with  a  magazine- 
style  cover,  new  font  and  a  red  front-page 
flag  that  reduced  the  “Tracy  Press”  name  to 
small  type  under  the  huge  letters:  TP.  Then 
they  jokingly  distributed  rolls  of  toilet  paper 
with  the  new  banner  printed  on  shrink- 
uTap. 

Reader  reaction  to  the  new  format  is  split 
nearly  evenly,  with  both  sides  equally  pas¬ 
sionate  in  their  embrace  or  disdain.  Editor 
Cheri  Mathews  says:  “I  didn’t  expect  the  re¬ 
action  to  be  so  strong  from  readers.  Change 
is  really  tough  for  readers.” 

That’s  why  Garcia  says  newspapers  going 
tabloid  should  “market  the  hell  out  of  the 
transformation,  and  present  it  as  a  positive. 
“The  change  is  much  more  abrupt  than  the 
50-inch  web,”  he  says.  “It’s  as  if  your  wife  left 
the  house  as  a  brunette,  and  came  home  as 
a  blonde.  You  have  to  prepare  readers.” 

There  are  choices  inside  the  tabloid  for¬ 
mat,  too.  A  popular  format  among  alterna¬ 
tives  is  the  Berliner,  a  longer  tab  that 
measures  1?  inches  in  length.  But  experts 
like  Laura  Gordon  say  that  younger  readers 
show  a  marked  preference  for  the  most  com¬ 
pact  of  the  compacts,  including  the  A4,  a  size 
basically  equivalent  to  a  letter-size,  8  1/2 
by  11  page,  or  the  even  smaller  “micro.” 

Your  ad  here? 

Then  there’s  the  advertising  problem. 
Consultant  Kubas  notes  that  when  a  news¬ 
paper  turns  tabloid,  it  doesn’t  really  end 


offers  suggestions  for  its  Red  Hot  celebrity  back 
youth  daily  gathers  and  shouts  ideas  for  headlines. 

up  with  a  half-size  page,  but,  because  of  the 
doubled  borders,  with  one  that  has  just  46% 
of  a  broadsheet’s  printable  space.  “If  you’re 
selling  on  a  column-inch  basis,  and  you  have 
54%  fewer  inches,  you’re  going  to  have  to 
double  rates  —  and  you  will  hear  a  scream 
from  clients  like  you  wouldn’t  believe,” 
he  says. 

What  newspapers  should  do  is  prepare 
for  tabloid  conversion  now  by  adopting 


the  modular  system  of  ad  space  that  maga¬ 
zines  use,  Kubas  says.  “Start  them  buying 
in  modular  units  in  the  broadsheet,  and 
once  you’ve  got  them  used  to  that,  then  you 
can  shrink  the  paper,”  he  says.  Advertising 
research,  Kubas  adds,  shows  that  the  impact 
of  a  full-page  ad  is  the  same  whether  it  is 
a  tabloid  or  broadsheet  page. 

The  Tracy  Press,  though,  took  a  different 
tack,  and  continues  to  sell  by  the  column- 
inch  even  as  a  tabloid.  The  paper’s  advertis¬ 
ers,  who  tend  to  buy  smaller  ads,  like  the 
change,  says  Advertising  Director  Deitra 
Kenoly.  “They  like  the  fact  that  their  ads 
now  dominate,”  she  says.  Just  to  prevent 
any  squawks,  the  newspaper  also  delayed 
a  rate  increase  that  had  been  scheduled  for 
last  October  until  the  beginning  of  this 
month. 

But  the  biggest  challenge  for  publishers 
may  just  be  getting  started.  Garcia  and 
others  think  the  tabloid  will  really  start 
moving  in  the  United  States  when  a  medi¬ 
um-sized,  respected  broadsheet  makes 
the  move.  Readers  everywhere,  they  say, 
are  ready. 

“The  time  has  come  for  the  tabloid,” 

Garcia  declares.  “This  is  the  buzz,  this  is, 
finally,  the  triumph  of  the  less-is-more 
philosophy.”  B 
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10  mistakes  the  press  makes  every 
election  year  —  and  expert  tips 
on  how  to  avoid  them  this  time 

BY  JOE  STRUPP 

Although  newspapers  are  still  considered  the 
best  source  for  daily  political  campaign  coverage, 
especially  at  the  local  level,  they  also  seem  to  make 
the  same  mistakes  over  and  over  during  each  election 
cycle.  Often,  they  even  admit  them  —  how  many 
times  have  editors  lamented  the  “horse  race”  syndrome?  —  but  little 
seems  to  change  from  year  to  year. 

At  a  time  when  broadcast  outlets  have  morphed  into  sound-bite 
havens  and  talking-head  festivals  —  and  magazines  and  Internet 
outlets  offer  only  limited  views  or  information  on  a  race  —  newspa¬ 
pers  generally  follow  the  mission  of  providing  a  complete  look  at 
candidates  and  issues.  But  they  also  fall  into  the  same  traps. 


Whether  it’s  latching  on  to  some  mean¬ 
ingless  new  rumor  (because  it’s  juicy)  or 
failing  to  fiilly  examine  an  important  issue 
(because  it’s  complex),  newspapers  need 
to  review  their  coverage  plans,  with  a  more 
critical  eye  than  ever,  before  another  cycle 


passes  and  the  inevitable  mea  culpas  begin. 

In  an  effort  to  help,  E^P  offers  an 
assessment  —  following  dozens  of  inter¬ 
views  with  journalists  and  political 
operatives  —  of  the  10  biggest  mistakes 
newspapers  make  in  election  coverage. 


IF  ANYONE  HAS 
witnessed  the 
pitfalls  of  obsess¬ 
ing  over  voter  polls,  it’s  veteran  political 
consultant  James  Carville.  Before  he 
gained  fame  by  helping  guide  Bill  Clinton 
to  victoiy  in  1992,  Carville  took  the  failing 
1987  candidacy  of  Wallace  Wilkinson 
in  Kentucky’s  gubernatorial  race  from 
less  than  1%  in  the  local  surveys  to  a 
landslide  victory. 


In  the  Wilkinson  race,  Carville  says  local 
newspapers  looked  only  at  the  surveys  and 
early  lead  of  Wilkinson’s  opponents  and 
never  saw  his  candidate  coming.  “They 
kept  reporting  that  he  was  behind  and 
focused  on  polls  and  the  leaders,”  Carville 
tells  Ei^P.  “They  missed  the  big  story.” 

Polls  give  daily  papers  an  easy,  formula¬ 
ic,  exclusive  chunk  of  information  that 
most  voters  will  likely  read.  But  in  reality, 
such  samplings  offer  little  real  news,  espe¬ 


cially  months  before  the  election.  Cam¬ 
paign  veterans  contend  that  polls  have 
become  over-used  by  newspapers  that 
should  put  their  efforts  into  breaking 
something  new  or  giving  voters  a  real 
insight  into  what  the  race  is  about. 

“It  is  ecisy  to  report  polls,  and  to  report 
them  wrong,”  says  Sherry  Bebitch  Jeffe, 
a  California-based  political  commentator. 
“You  ought  to  want  reporting  on  what 
the  polling  means.” 

In  addition,  polls  can  be  interpreted  in 
so  many  different  ways,  newspapers  fail  to 
properly  explain  what  the  samplings  repre¬ 
sent.  How  questions  were  phrased  usually 
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papers  will  blast  it  on  Page  One.  Says 
Jack  Germond,  the  retired  political  colum¬ 
nist  for  The  Sun  in  Baltimore:  “Newspapers 


shouldn’t  be  in  the  polling  business, 
because  they  feel  like  they  have  to  use 
the  results.” 


does  not  appear  in  a  newspaper,  even 
though  it  impacts  the  results. 

Even  with  a  national  sample,  “they  are 
just  random  noise,”  says  William  Schnei¬ 
der,  a  longtime  political  commentator 
for  CNN  and  a  polling  expert.  “They  tend 
to  bounce  around  a  lot.  Today  Kerry  is 
one  point  above,  tomorrow  Bush  is  one 
point  above.  They  are  recording  every 
little  blip  as  a  major  shift  and,  often, 
it  is  just  random.” 

Newspapers  may  feel  the  pressure  to 
run  a  story  on  a  poll  just  because  they  paid 
for  it,  observers  say.  Even  if  a  poll  offers 
essentially  unchanged  public  opinion. 


nances  cmd  taxes  were  the  big  issues  because 
that’s  what  candidates  thought,”  Jacobs  re¬ 
calls.  “But  after  interviewing  voters,  it  turned 
out  it  was  potholes  in  the  street.  The  city 
engineer  and  the  council  did  not  know.” 

After  giving  too  much  attention  to  polls, 
newspapers  often  ignore  the  voters  them¬ 
selves.  With  the  Internet  and  a  multitude  of 


^  IKE  Jacobs, 

l%/l  publisher 
^  T  JL  and  editor  of 
the  Grand  Forks  (N.D.) 
Herald,  points  to  a  1994  city  council  election 
in  his  town  for  proof  that  newspapers  that 
fail  to  talk  to  voters  risk  not  knowing  the 
news.  “The  paper  was  convinced  that  fi- 
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Other  electronic  connec¬ 
tions,  today’s  journalists 
don’t  have  to  leave  their 
desks  to  get  enough  infor¬ 
mation  for  a  story,  but  they 
are  less  in  touch  with  real 
voters.  This  is  especially 
crippling  at  smaller  papers 
covering  local  city  council 
and  school  board  races. 

“There  is  less  old-fash¬ 
ioned  shoe-leather  because 
it  is  easier  not  to  do  it,” 

Jeffe  says.  “You  end  up 
talking  on  the  phone  to  Newspapers 
the  same  people,  and  remember  tl 

the  people  you  know.” 

David  Broder,  the  longtime  columnist 
for  The  Washingion  Post,  agrees.  “The 
voters  are  the  most  important  thing  in 
an  election,”  he  says,  “and  we  treat  them 
mostly  as  objects.”  He  urges  reporters  to 
“walk  the  precincts.”  His  slogan  for  the 


Newspapers  woud  do  well  to 
remember  the  ones  at  the  polls 


2004  campaign:  “Watch 
the  damn  voters.” 

Failing  to  talk  face  to 
face  with  readers  robs  a 
newspaper  not  only  of 
individual  opinions,  but 
the  chance  to  get  good, 
real-life  stories  about 
what  an  election  means  to 
someone.  “A  whole  genera¬ 
tion  of  political  reporters 
was  infected  by  Theodore 
White,  who  went  deep 
•  inside  the  campaign  [appa- 
do  well  to  ratus],”  says  Broder,  refer- 
s  at  the  polls  author  of  the 

groundbreaking  “Making  of  The  President” 
books  of  the  1960s.  “That  is  a  mistake.” 

Columnist  Cal  Thomas  points  to  voter 
interviews  as  a  way  to  “go  out  and  look  for 
another  angle.”  That  way  “you  have  a  flavor 
for  what  is  going  on,”  he  adds.  “The  grunt 
work  never  changes.”  [3 


Too  Much  Intormation.  Not  Enouyh  Analysis. 


IN  TODAY’S  InTER- 
net,  24-hour  news, 
and  niche-prod¬ 
ucts  world,  there’s  an 
abundance  of  information.  But  what  elec¬ 
tion  data  means  to  voters,  and  to  the  up¬ 
coming  elections,  is  often  distributed  by  the 
drop.  We  probably  know  more  about  John 
Keny’s  six  homes  than  we  do  about  how 
much  his  health  care  plan  will  cost  or  how 
George  Bush  plans  to  attack  the  deficit. 

“What  does  it  mean?  That  is  what  we 
want  in  a  newspaper,”  CNN’s  Schneider 
contends.  “The  newspaper  is  supposed  to 
do  more  than  television.  It  used  to  be  for 
reporting  the  news,  but  it  ain’t  no  more.” 

Cliff  Schechtman,  eight-year  editor  of 
the  Cape  Cod  Times  in  Hyannis,  Mass., 
said  few  newspapers  —  especially  in  cover¬ 
ing  local  elections  —  provide  voters  with 
needed  context.  “We  go  where  the  smoke 
and  fire  is,  but  not  the  cause,”  he  says. 

“We  also  say  what  [funds]  a  candidate 
raised,  but  we  don’t  compare  it  or  explain 
where  it  came  from.” 


Cal  Thomas  likens  analysis  to  “boring” 
background  information  to  eating  a  healthy 
dinner.  “One  of  the  roles  of  journalists 
is  to  resemble  their  mothers,”  Thomas  says, 
urging  them  to  tell  readers  to  “eat  all  of 
your  vegetables  and  youll  be  glad  you  did. 
There  is  a  lot  of  important  stuff  there.  We 
need  to  tell  [readers]  what  they  need 
to  know.” 

But  others,  such  as  Jacobs,  warn  editors 
not  to  mistake  editorializing  for  analysis. 

“I  think  a  lot  of  analysis  is  telling  voters 
what  they  ought  to  think,”  he  says.  “You 
need  only  to  contribute  to  the  discussion, 
not  tell  them  how  to  vote.” 

Schneider  offers  this  bit  of  free  analysis 
for  the  2004  presidential  race:  Don’t  obsess 
about  “undecided”  or  “swing”  voters  be¬ 
cause  “there  aren’t  any.”  He  drew  a  laugh 
at  April’s  American  Society  of  Newspaper 
Editors  conference  when  Broder  asked  him 
about  the  number  of  undecided  voters  in 
the  Bush/Kerry  matchup.  Schneider  waved 
a  sheet  of  paper  and  said,  “I  have  a  list  of 
names  right  here ...”  11 


Not  Digging  into  the  Backgroonds  ot  Local  Candidates. 


SINCE  THE  LOCAL 

school  board 
race  or  county 
commission  election  is 
often  not  a  bam-bumer,  reporters  feel  less 
compelled  to  approach  candidates’  personal 


36  EDITOR& PUBLISHER  JUNE  2004 


histories  with  a  fine-toothed  comb. 

“You  have  to  talk  to  as  many  people 
who  have  associations  with  the  candidate  as 
possible,”  Germond  declares  about  small¬ 
town  races.  If  the  candidate  was  on  the 
libraiy  board,  talk  to  the  people  he  or  she 
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We  Proudly  Salute  Our 

D.  Tennant  Bryan  Award  Winners 


‘TJiese  eCevenjoumaCists  received 'D.  Tennant  (Bryan  A'wards  in  recognition 
of  outstanding  writing,  photograpfiy  and  page  design  in  Media  ^eneraC 
newspapers  in  2003. 

!Kamedin  memory  of  the  founder  of  Media  generaC,  Inc.,  awards  were  given 
in  metro  and  community  categories  representing  our  26  daiCy  newspapers,  news 
Bureaus  and  approximate^  100  weehfies.  Media  generaC  Chairman  and  CEO 
J.  Stewart  (Bryan  III  presented  the  awards. 


The  winners  were:  (pictured from  kft  to  right) 

P.  Kevin  Morley  (Photography/Metro),  the  Richmond  (Va.)  Times-Dispatch 

Cliff  Williams  (Photography/Community),  Opelika-Auburn  (Ala.)  News 

Jim  Cook  and  Debbie  Ingram  Smith  (News  Writing/Community),  the  Dothan  (Ala.)  Eagle 

Phoebe  Zerwick  (News  Writing/Metro),  the  Winston-Salem  (N.C.)  Journal 

Steve  Otto  (Column/Editorial  Wribng/Metro),  The  Tampa  (Fla.)  Tribune 

Janice  Gaston  (Feature  Writing/Metro),  the  Winston-Salem  (N.C)  Journal 

Christie  Chapman  (Feature  Wribng/Community),  The  News  &  Advance  of  Lynchburg,  Va. 

J.  Stewart  Bryan  III,  Media  General  Chairman  and  CEO 

Shannon  Brennan  (Column/Editorial  Writing/Metro),  The  News  &  Advance  of  Lynchburg,  Va. 
Don  Brown  (Page  Design/Community),  The  Suncoast  News  of  New  Port  Richey,  Fla. 

(not  pictured)  KielyAgliano  (Page  Design/Metro),  The  Tampa  (Fla.)  Tribune 
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has  served  with.  “That  kind  of  thing  is  more 
interesting  and  helpful,”  he  says. 

But  Germond  also  warns  local  reporters 
not  to  expect  the  most  politically  astute 
candidates  in  hometown  elections.  “You 
are  not  going  to  get  [former  House  speak¬ 
er]  Sam  Rayburn  running  for  city  council,” 
he  says.  “You  are  getting  the  local  haber¬ 
dasher  who  is  not  a  seasoned  politician.” 

Even  so,  that  does  not  mean  smaller 
dailies  shouldn’t  report  as  much  about  a 
local  candidate’s  past  as  possible.  ‘The 
word  on  the  street  is  quite  strong,”  says 
Tom  Kearney,  executive  editor  of  The  Keene 
(N.H.)  Sentinel,  pointing  out  that  much  of 
the  background  information  can  come 


from  talking  to  people  who  know  a  c^mdi- 
date.  “You  don’t  have  to  dig  very  hard  to 
see  who  the  people  are.” 

Kearney  recalls  one  school  board  election 
eight  years  ago  that  came  back  to  haunt 
voters  when  a  candidate  who  won  turned 
out  to  be  a  member  of  the  far-right  John 
Birch  Society,  a  fact  that  had  not  been  re¬ 
ported  during  the  campaign  (and  only  later 
led  to  her  failure  to  win  re-election).  “It  was 
something  that  happens,”  he  says.  “You 
have  to  push  people  to  find  out.” 

Cape  Cod’s  Schechtman  blamed  part 
of  local  newspapers’  tame  approach  on 
“smaller  staffs,  higher  story  counts,  and 
some  editors  who  are  not  sophisticated.”  H 


Becoming  Blinded  bj  Stereotypes  of  Candidates. 


VETERAN  CAM- 

paign  watchers 
and  chroniclers 
warn  that  stereotypes 
too  often  mold  into  fact  if  journalists  and 
editors  are  not  careful,  doing  them  and 
readers  real  harm.  Kerry  paints  Bush  as 
“duplicitous”  and  Bush  labels  Kerry  “un¬ 
trustworthy,”  says  Alex  S.  Jones,  director  of 
the  Shorenstein  Center  on  the  Press,  Poli¬ 
tics  and  Public  Policy  at  Harvard  Universi¬ 
ty.  “Then,  anything  that  conforms  to  that 


narrative  gets  oversized  [press]  attention.” 

Columnist  Clarence  Page  of  the  Chicago 
Tribune  agrees,  citing  past  examples  that 
branded  Al  Gore  and  Dan  Quayle  with 
labels  that  dogged  them  for  years.  “Gore 
was  the  liar”  for  allegedly  exaggerating 
what  he’d  done  “and  Quayle  was  stupid,” 
Page  says,  “as  if  no  one  else  ever  misspelled 
a  word.  I  think  we  are  all  guilty  of  playing 
into  these  images.” 

For  smaller  papers,  the  challenge  may 
be  easier  to  overcome  because  they,  pre¬ 
sumably,  know  some  of  the  local 
candidates  fairly  well,  says  Barry 
Locher,  editor  of  The  State  Jou  r- 
nal-Register  in  Springfield,  Ill. 
“It  is  irresponsible  not  to  do  the 
story  that  explains  who  these 
people  are,”  he  says.  “It  is  some¬ 
thing  we  don’t  do  often  enough.” 
He  cited  the  last  Springfield 
mayoral  race  in  2002,  in  which 
mud  was  slung  all  over  the  lot. 


Both  Dan  Quayle  (left)  and  Michael 
Dukakis  (below)  suffered  from  press 
focus  on  gaffes,  such  as  Quayle's 
“potatoe”  spelling  bee  mistake  and 
Dukakis’  campaign  tank  joyride 
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almost  always  follow  the  leader  —  with 
favorable  coverage  in  the  beginning  and 
extra-harsh  examinations  later  on  —  at 
the  expense  of  offering  a  balanced  view 
and  giving  other  candidates  a  fair  chance. 

“This  seems  to  afflict  us  in  every  area  of 
coverage,”  says  Don  Wycliff,  public  editor  at 
the  Chicago  Tribune.  “We  want  to  know  the 
outcome  —  we  have  no  patience.” 

A  quick  Web  search  just  days  after  the 
Kentucky  Derby  last  month  found  a  hand¬ 
ful  of  stories  comparing  the  Run  for  the 
Roses  to  local  elections.  “As  thoroughbreds 
head  to  the  starting  gate  this  weekend  for 
the  Kentucky  Derby,  it  is  only  the  first  race 
of  what  promises  to  be  a  competitive  and 
highly  charged  runoff  year  in  Pennsylvania 
politics,”  the  Daily  Courier  in  Connellsville, 
Penn.,  announced  in  a  story  lead. 

“It  is  overblown  and  misinterpreted,  but 
it  is  easy  to  cover,”  James  Carville  says 
about  the  horse-race  approach.  “I  don’t  like 
my  candidates  to  talk  about  the  process  of 
politics  and  polls  because  they  tend  to  be 
opaque  and  tell  the  voter  nothing  about 
you.  It  makes  it  more  difficult  to  get  your 
message  out;  even  if  you  are  ahead  in  the 
polls  it  blocks  out  the  message.”  11 


about  each  allegation,  “the  public  mind  can 
run  amok,”  Locher  says.  “There  was  a  lot 
of  rinlq^-dink  stuff  and  we  made  a  pwint  of 
analyzing  all  of  it.”  li 


including  one  candidate  accusing  the  other 
of  reckless  driving  in  what  was  essentially 
a  “minor  traffic  incident.” 

Without  explanation  from  the  newspaper 


ONE  PLACE  WHERE 
candidates  have 
often  been  elected 
based  on  image  and  name 
over  substance  and  policy  is 
California.  The  Golden 
State  has  given  its  voters 
former  actors  Ronald  Rea¬ 
gan,  George  Murphy,  Son¬ 
ny  Bono  and,  most  recently, 

Arnold  Schwarzenegger. 

Another  former  governor, 

Jerry  Brown  —  who  served 
two  terms  and  currently  is 
mayor  of  Oakland  —  gained 
early  attention  through  his 
name,  as  son  of  former  two- 
term  Gov.  Edmund  G.  “Pat”  Brown. 

Even  the  fictional  1972  film  The  Candi¬ 
date,  which  pictured  Robert  Redford  as  a 
governor’s  son  who  maneuvers  his  way 
into  the  U.S.  Senate  with  name  recognition 
and  good  looks,  took  place  in  California. 
The  film’s  famous  last  line  from  Redford, 
“What  do  we  do  now?”  may  ring  too  true 
for  some. 

Dan  Walters,  who  has  covered  state  poli¬ 
tics  in  Sacramento  since  the  younger 
Brown’s  1975  inauguration,  points  to  the 
failure  of  newspapers  to  assess  a  candidate’s 
ability  to  do  the  job  over  the  ability  to  win 
the  job.  “The  fundamental  error  is  that  they 
have  specialized  campaign  reporters  vfio 
do  nothing  but  cover  campaigns  and  c  o  not 
cover  government,”  says  Walters,  who 
writes  for  The  Sacramento  Bee  and  dozens 
of  other  California  dailies.  “The  coverage, 
therefore,  rarely  relates  to  the  actual  job  of 
governing.  Everything  is  seen  through  the 
view  of  who  is  winning  and  losing.” 

Cape  Cod’s  Schechtman  echoes  that 
view.  “We  look  too  much  at  a  candidate’s 


Arnold  Schwarzenegger  used  celebrity  and  new  ideas  to  win 


past  and  not  to  the  future,”  he  says.  “If 
you  are  talking  about  a  statewide  office,  like 
governor,  how  will  the  legislative  make-up 
make  the  job  difficult  or  easier?” 

Or,  sometimes,  what  does  the  candidates’ 
knowledge  say  about  their  ability  to  do  the 
job?  Jacobs  of  Grand  Forks  remembers  a 
local  district  judge’s  race  in  2000  in  which 
his  paper’s  editorial  board  grilled  the 
prospective  judges  about  the  First  Amend¬ 
ment,  asking  each  at  one  point  what  rights 
the  famous  document  protected.  “There 
were  a  surprising  number  of  candidates 
who  couldn’t  tell  us,”  he  says.  “Those  who 
gave  the  worst  answers  didn’t  win.” 

Still,  Walters  points  out  that  someone 
like  Schwarzenegger,  who  is  getting  high 
marks  for  attacking  California’s  energy  and 
deficit  problems  head-on,  shows  that  even  a 
celebrity  candidate  with  no  political  experi¬ 
ence  might  be  able  to  tackle  the  job.  That 
proves,  he  says,  that  newspapers  need  to 
give  as  much  attention  to  a  candidate’s 
plans  in  office  as  they  do  to  his  plans  for 
getting  into  office.  II 


Duane  Sand  talks  after  making  his  bid  for  the 
Republican  nomination  for  the  U.S.  House 

There  have  been  gains  in  fact- 

checking  candidates’  ads  in  the  past 
10  years,  but  not  their  day-to-day 
stump  speeches.  Reporters  “always  get 
overtaken  by  the  message  of  the  day,”  says 
Alex  Jones.  “There  is  increased  mudsling- 
ing  going  on,  and  no  one  should  get  away 
with  it.  Find  the  proof  that  someone  is 
telling  the  truth,  or  not  telling  it.” 

Fact-checking  of  commercials,  perhaps 
first  employed  by  The  New  York  Times,  is 
now  widely  used.  (One  new  Web  resource: 
www.factcheck.org  from  the  Annenberg 


most  credible  candidate  and  likely  winner. 
The  name  Howard  Dean  —  from  a  whisper 
to  The  Scream  —  comes  to  mind.  “It  is  an 
easy  thing  to  do,”  says  Jeffe,  “but  it  keeps 
you  away  from  the  issues.”  Journalists 


BatiBjjiaMr  a  lthough 

/%  reporting  who 
.X  El  is  ahead  is 

unavoidable,  journalists  say,  newspapers 
often  get  fixated  on  the  front-runner  as  the 
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Public  Policy  Center.)  Several  editors,  in¬ 
cluding  Stan  Tiner  of  The  Sun  Herald  in 
Biloxi,  Miss.,  say  the  effort  is  a  good  way  to 
separate  the  truth  from  the  chaff.  “If  you 
successfully  point  out  the  error,”  Tiner  says, 
“the  ad  is  a  lot  more  likely  to  be  removed 
than  it  used  to  be.”  But,  he  adds,  challeng¬ 
ing  statements  issued  in  speeches  or  press 
releases  needs  to  be  more  routine,  especial¬ 
ly  at  smaller  papers  where  lack  of  experi¬ 


ence  again  plays  a  role.  “Smaller  papers 
don’t  have  someone  who  is  an  expert  at 
covering  elections,  so  it  becomes  an  extra 
duty,”  he  says. 

“Carville  says  the  most  important  thing 
to  cover  in  a  campaign  is  what  a  candidate 
says,  or  doesn’t  say.  “I  want  the  newspaper 
to  cover  what  is  helpful  to  me,  but  their  job 
is  to  inform  the  reader,”  he  adds.  “That  may 
be  the  same  thing,  but  it  may  not.”  11 


i  %/m/  national 
~  w  w  press  spend 

so  much  time  asking 
whether  John  Kerry  threw  away  his  Viet¬ 
nam  War  ribbons  or  medals  —  or  both,  or 
neither  —  when  looking  into  his  plans  for 
dealing  with  the  Iraq  war  would  better 
serve  voters?  Simple:  that  was  an  issue  the 


Gov.  Mitt  Romney  in  Massachusetts,  where 
the  Cape  Cod  Times  tries  to  stick  to  the  facts 
Bush  campaign  created  that  the  press  duti¬ 
fully  followed.  “They  are  afraid  they  will 
miss  the  big  event  or  the  big  story,”  says 


Germond.  Such  stories  are  easier  to  follow 
and,  often,  sexier  to  readers.  “Good  newspa¬ 
pers  make  their  own  judgments  about  what 
readers  need  to  be  told,”  he  declares. 

But  when  negative  campaigning  and 
daily  attacks  are  on  the  rise,  and  covered 
more  by  24/7  broadcast  and  Internet  com¬ 
petitors,  newspapers  feel  pressured  to  get 
into  the  fray.  Opposition  research,  which 
has  become  much  more  sophisticated  in 
both  parties,  also  adds  to  the  distractions, 
observers  say.  “I  hate  it  when  we  get  drawn 
into  the  charge  du jour"  says  Schechtman 
of  Cape  Cod.  “I  don’t  think  that  serves  the 
reader.  You  must  consider,  ‘why  should  the 
reader  care?”’ 

Clarence  Page  says  it  is  easier  for  news¬ 
papers  to  follow  TV,  “and  W  is  too  often 
manipulated  by  the  candidates.  Instead  of 
pushing  the  public’s  agenda,  we  are  manip¬ 
ulated  by  the  candidate’s  agenda.”  On  the 
local  level,  falling  prey  to  a  candidate’s  spin 
is  even  more  likely  because  younger  re¬ 
porters  often  do  not  know  the  history  of 
local  races.  Says  Locher  of  the  State  Jour¬ 
nal-Register-.  “The  best  political  reporters 
have  that  in  the  back  of  their  mind,  and 
thev  can  call  foul.”  II 


IcoMmunity 
paper  lands 
an  interview  with 
a  state  or  national 
politico,  reporters 
“rarely  will  go  after 
him,”  laments 
Schneider  of  CNN. 

“A  national  candi¬ 
date  knows  that  if 
he  goes  to  a  local 
paper,  he  will  get  Dean  makes  the  catch 
good  treatment.  The  local  press  is  reluctant 
to  be  tough  or  critical.  The  candidates  know 
that,  and  they  will  turn  down  the  national 
newspaper  to  get  a  positive  [local]  spin.” 

Jeffe  points  to  the  inexperience  of  small- 
towTi  newspaper  reporters  for  some  of  the 
problem.  “They  do  not  have  the  investiga¬ 
tive  skills  to  deal  with  [that],”  she  says. 
“Who  is  mentoring  on  the  small  paper? 
They  need  to  be  trained  how  to  handle  it.” 

Kearney,  of  the  Keene  Sentinel,  says 
the  regular  presidential  primary  coverage  in 
his  state  has  taught  his  reporters  how  to  be 
tough  on  local  candidates.  But  he  says  small 
newspapers  in  less  politically  charged  areas 
must  make  sure  reporters  are  well  trained 
in  covering  powerful  politicians  and  do  not 
get  starstruck.  “It  comes  down  to  under¬ 
standing  what  the  reporter’s  role  is,”  he 
explains.  “A  lot  of  people  are  flattered  just 
to  be  able  to  cover  the  event.  You  have  to 
tell  your  reporters  what  you  really  want.”  11 
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AMS  Science  Journalism  Awards 


The  AAAS  Science  Journalism  Awards  represent  the  pinnacle  of  achievement  for 
professional  journalists  in  the  science  writing  field.  The  awards  recognize  outstanding 
reporting  for  a  general  audience  and  honor  individuals  (rather  than  institutions, 
publishers  or  employers)  for  their  coverage  of  the  sciences,  engineering  and  mathematics. 

CATEGORIES:  Six  awards  will  he  presented  in  the  following  categories: 


^  Large  newspapers 
Magazines 


lA  Small  newspapers 
A  Television 


A  Radio 
A  Online 


DEADLINE:  August  1 

DETAILS:  www.aaas .org/SJAwards 
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Largest  4x1  Sale  in  the  World 

-  In  November  2003,  The 
Newspaper  Agency  Corporation 
(NAC)  purchased  three 
ColorTop  5000  (couple  drive) 
4x1  presses. 

‘IKS  (USA)  is  a  premier  press 
manufacturer  with  a  proven 
record  of  performance  and 
support  unequaled  in  the 
industry.  We  are  pleased  to 
be  a' partner  with  TKS." 

Fred  Temby 

Executive  Vice  President/ 

Chief  Operating  Officer 
Newspaper  Agency  Corporation 


\  F  0  R  A  LASTING 

IMPRESSION 


At  TKS,  we  know  when  we  have  a  good  thing.  That's  why  when  we  set  out 
to  create  a  new  4x1  press,  we  didn't  go  back  to  the  drawing  board.  We  started 
with  one  of  the  most  reliable  and  time-tested  platforms  in  use  today: 
the  ColorTop  7000.  In  the  past  10  years,  over  4000  couples  have  been  sold  to 
newspaper  and  publishing  companies  worldwide.  And  now,  this  proven  workhorse  has 
been  combined  with  state-of-the-art  features  to  bring  you  the  best  TKS  has  to  offer. 


Join 
us  at 

NEXPO  2004 
June  19-22, 
Booth  if 3609 


TKS  4x1  Press  Main  Specifications  - 
Printing  speed:  70,000  cph  *  1:1  cylinder  geometry 
*  Couple  shaftless  tower  •  Double-width  press 


Call  or  visit  our  website  today  and  learn  more  about  the  new 
4x1  press  that's  already  proven  itself  the  world-over. 


WWW.TKSU5A.CaM 


1201  Commerce  Drive 
Richardson,  Texas  75081 
800-375-2857 
FAX:  972-437-5858 
EMAIL: 

sales@tkspress.com 


Wednesday  and  Beyond 

W«<lnMday 

flndlnj*  tram  Hm  ItMton 
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Christopher  Ma 
(left),  VP,  The 
Washington  Post 
Co.,  and  John 
Lavine  (below), 
director.  Readership 
Institute,  present 
during  NAA’s 
Readership  Confab 


Industry  tries  new  routes,  but  numbers  keep  sinking.  After  youth  focus, 


BY  JENNIFER  SABA 

UNTIL  ABOUT  FIVE  YEARS  AGO,  THE  NEWSPAPER 

industry  treated  the  idea  of  readership  the  way 
most  Democrats  considered  Howard  Dean:  vaguely 
interesting,  but  not  worth  the  vote.  Now  things 
have  changed.  At  the  Newspaper  Association  of 
America’s  annual  convention  in  April,  it  was  almost  the  only  thing 
people  were  discussing.  Panel  after  panel  carved  up  demographics 
seven  ways  from  Sunday  in  trying  to  identify  the  best  means  to 
reach  each  segment.  Obviously,  readership  is  a  subject  that  many 


papers  now  take  very,  very  seriously. 

Just  how  seriously,  however,  remains 
to  be  seen.  Because  a  mere  week  and  half 
after  the  NAA  confab,  the  Audit  Bureau  of 
Circulations  delivered  a  body  blow;  In  the 
FAS-FAX  for  the  six-month  period  ending 
March  2004,  half  of  the  nation’s  38  largest 
papers  reported  daily  circulation  declines. 


While  increases  were  miniscule  —  fractions 
of  a  percent  —  some  of  the  decreases  were 
whoppers  (see  related  story,  p.  10).  Large 
dailies  like  The  Washington  Post,  The 
Atlanta  Journal-Constitution,  and  The 
Arizona  Republic,  for  example,  lost  three 
percentage  points  or  more  in  weekday  circ. 

On  the  same  day  that  ABC  released  its 


numbers,  the  NAA  issued  its  latest  analysis 
of  readership.  The  study  suggests  that  daily 
and  Sunday  readership,  just  like  the  circ 
numbers,  is  slipping.  In  2003,  the  NAA 
analysis  reported  that  54.1%  of  people  in  the 
top  50  markets  read  a  daily  newspaper, 
down  from  55.4%  in  2002.  Sunday  newspa¬ 
per  readership  shrank  as  well:  In  2003,  the 
number  was  62.5%,  as  opposed  to  63.6%  the 
year  before.  “There  is  a  continual  gradual  de¬ 
cline,”  says  Randy  Bennett,  vice  president 
of  readership  integration  for  the  NAA  At 
best,  he  adds,  “We’re  in  a  holding  pattern.” 

Perhaps  most  dispiriting,  given  the  indus¬ 
try’s  recent  efforts:  John  Lavine,  director  at 
the  Readership  Institute,  noted  that  the 
biggest  decline  in  readers  was  in  the  18-24- 
year-old  group.  Yet  there  was  soTTie  good 
news  regarding  that  segment.  “One-third  of  , 
them  who  do  read  are  heavy  readers.  Sbcty-  o 
one  percent  pick  up  the  paper  at  least  once  a  * 
week,”  he  says.  “That’s  a  group  in  trouble,  no  n 
question.  But  it’s  also  true  that  their  usage  is  5 
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Newspaper  Readership  Ms  (By  Age) 

■  18-24  H  25-34  M  35-54  EEU55-I- 

SIMMONS  RESEARCH  NATIONAL  REPORT 


Daily  Readership 


■◄A 

Rictiard  Gilman,  publisiier  of  tfie 
Boston  Globe,  Boston  Superintendent 
of  Schools  Thomas  Payzant,  student 
Gilberto  Vega,  and  Boston  Mayor 
Thomas  Menino  with  copies  of  T.i.R 

explosion  in  alternate  media,  a  change  in 
telemarketing  regulation  and  shift  in  attitude 
about  paying  for  information.  “There  was  a 
time  when  the  conversation  would  be  about 
core  readers  and  marginal  readers,”  she  says. 
“We’re  going  to  see  that  there  is  no  such 
thing  as  a  ‘core  reader.”” 

Other  industry  executives  fear  that  a  re¬ 
covery  in  Eidvertising  and  classifieds,  which 
seems  to  be  occurring,  will  only  act  as  a  flim¬ 
sy  Band-Aid  on  a  problem  that  cuts  deep. 

“My  concern  is  with  the  economy  turning 
around,  some  companies  will  mistake  a  rev¬ 
enue  revival  for  a  recovery  of  the  fundamen¬ 
tal  problems  they  are  facing,”  says  Bill 
Tanner,  director  of  strategic  research  at 
The  Dallas  Morning  News,  about  a  decline 
in  readership.  “But  I  have  Warren  Buffett 
on  my  side.” 

He’s  referring  to  a  recent  Reuters  story 
which  quoted  Buffett,  who  heads  Berkshire 
Hathaway,  saying  that  “the  economics  of 
newspapers  in  the  United  States  are  very 
close  to  certain  to  deteriorate  over  the  next 
10  to  20  years.”  And  this  is  coming  from  a 
self-described  newspaper  addict  and  in¬ 
vestor.  ‘When  [Buffett]  starts  to  question 
the  newspaper  business  model,”  Tanner  says, 
“owners  and  publishers  should  question  the 
model  as  well.” 

The  Morning  News,  which  recently 
launched  two  papers  aimed  at  new  readers. 
Quick  and  Hispanic  al  dia,  is  faced  with  the 
same  problems  that  confront  many  other  pa¬ 
pers.  Its  circ  dropped  a  fair  amount  this  peri¬ 
od  and  its  readership  dipped.  ‘We  have 
classically  older  readers,”  Tanner  says.  Read¬ 
ership,  he  guesses,  is  also  declining. 

And,  breaking  it  down  further,  it’s  his 
guess  that  the  core  of  “owned  readers” 

(those  who  truly  value  the  content  provided) 
is  dropping  for  the  industry  as  a  whole,  while 
“rented  readers”  (those  who  get  the  paper 
through  discounts  and  third  parties)  are 
becoming  more  numerous. 


Sunday  Readership 


anything  but  gone.  They’re  very  much  with 
us.  It’s  a  matter  now  if  the  industry  will  act 
to  build  on  that.” 

The  industry  is  addressing  youth  reader- 
ship  with  a  flurry  of  new  products,  the  latest 
the  Boston  Globe  Foundation  and  Write- 
Boston’s  quarterly  paper— Tz./’.  —for 
Boston-area  high  schools  distributed  for  the 
first  time  in  May.  But 
youth-oriented  papers 
H  are  still  huge  gambles. 
At  a  May  conference 
hosted  by  the  Intema- 
tional  Newspaper  Mar- 
.  HBMH  keting  Association,  the 

I  ■■■H  publisher  of  QuzcA: — 

I  ■  ■  Belo’s  new  Dallas  daily, 

I  B  B  considered  a  success  so 

B  B-vV.  B  far  —  told  the  audience 

y  that  circ  would  auto- 

3t  S  n0Xt/  matically  drop  50% 
if  they  charged  for  the 
product.  A.M.  Journal  Express,  another  free 
Dallas-based  daily  aimed  at  young  com¬ 
muters,  recently  folded  after  six  months  in 
operation,  claiming  that  the  timing  was  off. 

“I’m  not  saying  any  of  this  to  say  there  are 
not  significant  problems  with  the  decline  of 
circulation.  There  are,”  Lavine  says.  “Four 
years  ago  the  industry  recognized  the  prob¬ 
lem,  and  hundreds  of  newspapers  have  made 
huge  efforts  to  bring  about  change.  The 
industry  is  really  starting  to  innovate.” 

That  may  be,  but  it  raises  the  question:  Is 
the  industry  innovating  fast  enough,  and  do 
readers  care? 


SCARBOROUGH  RESEARCH  TOP  50  MARKET  REPORT 


Daily  Readership 


1998  1999  2000  2001  2002  2003 


1998  1999  2000  2001  2002  2003 

Source:  Prepared  by  Newspaper  Association  of  America 


The  Fort  Worth  Star-Telegram  has  been 
focusing  on  readership  for  quite  some  time 
as  well.  Gary  Kromer,  director  of  research, 
says  they  have  been  pushing  readership  as 
opposed  to  circulation— which,  he’s  quick  to 
add,  still  matters—  in  everything  they  do. 

That  said,  the  Star-Telegram  declined  in 
circ  in  the  latest  FAS-FAX  (after  steady  gains 
last  year)  and  in  readership,  which  the 
paper  measures  in  fi^uency.  “We’ve  seen 
a  growth  of  cumulative  readership  across 


Bracing  for  the  worst? 

One  source  responsible  for  readership  at  a 
large  daily,  who  asked  not  to  be  named,  says 
the  answer  is  no:  “I  think  we’re  in  a  lot  more 
of  a  difficult  situation  than  people  want  to 
admit  publicly.  It’s  almost  like  a  perfect 
storm.” 

She  rattles  off  several  factors,  including  an 
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the  week  and  month.  The  impact  is  coming 
from  less  frequent  readership,”  he  notes. 

Kromer  adds,  however,  that  two  positives 
are  springing  from  this.  First,  he’s  noticing 
an  increased  interest  in  readership  num¬ 
bers  across  internal  departments.  Second, 
the  data  is  forcing  the  paper  to  think  in 
different  ways:  “We’re  closely  examining 
some  of  the  shortcomings  and  we’re  taking 
concrete  steps  to  improve  performance 
in  those  areas  and,  more  important,  to 
improve  people’s  perception  of  our 
performance.” 

The  Star-Telegram  noticed,  like  many 
papers  across  the  country,  the  Hispanic 
boom  and  has  invested  in  the  Spanish- 
language  newspaper  Diario  La  Estrella. 

The  Star-Telegram  also  discerned  from 
readership  information  that  people  were 
more  interested  in  the  subjects  of  personal 
finance,  technology,  health  and  family. 
“We’ve  made  it  a  goal  here  to  address  those 
issues,”  Kromer  says. 

People  at  the  paper  are  concerned  about 
declines  in  circ  and  readership,  he  notes, 
“but  no  one  sees  it  as  ‘oh  my  God,  we’re 
going  out  of  business  next  week.’ 

“I  don’t  know  which  is  worse,”  he  won¬ 
ders,  “to  have  a  sudden  drop  or  a  slow  long¬ 
term  trend?  They  are  both  pretty  painful.” 


The  LEADING  TOOL 

for  running  efficient  newsrooms 

c 

i\ 

\  C@NTR@LT@WER 
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Control  Tower  Version  2.0  offers  a  suite 
of  collaborative,  time  management  features  that 
efficiently  manage 

•  story  budgeting, 

•  event  planning, 

■  idea  development, 

•  and  resource  scheduling. 


Built  to  connect  users  across  one  or  several  newsrooms 
while  coordinating  individual  and  collective  tasks. 
Control  Tower  Version  2.0  can  support  cross¬ 
media  editorial  activities  and  integrate  into  existing 
enterprise  infrastructure. 


Proxim-IT 
Pioneering  newsroom  efficiency 
www.proxim-it.com 
email:  info(a)proxim-itcom 
For  a  demonstration  visit  PnsiiM-IT 
at  Nexpo  2004,  stand  2461 
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In  Florida,  however.  The  Orlando  Sen¬ 
tinel’s  readership  efforts  are  beginning  to 
pay  off.  Bill  Steiger,  vice  president  of  audi¬ 
ence  development,  says  that  daily  reader- 
ship  went  up  4%,  though  Sunday  remains 
flat.  “On  a  weekly  basis,  our  products  and 
services  collectively  touch  about  80%  of 
Orlando  adults.  Our  goal  is  to  have  that 
be  90%  on  a  weekly  basis,  and  100%  on 
a  monthly  basis,”  Steiger  says. 

But  still  he  struggles.  Rallying  the  troops 
internally  is  one  challenge  that  almost  every 
paper  faces.  And  in  terms  of  advertisers, 
getting  them  to  buy  based  on  circ  and 
readership  numbers  is  an  uphill  trudge. 

“It’s  like  getting  the  European  community 
to  embrace  the  Euro,”  says  Steiger  about 
advertisers  and  readership  numbers.  “It’s 
a  challenge  but  it’s  a  way  that  eveiy  other 
media  sells.  It’s  the  fairest  way.  Being  part 
of  the  ABC  readership  profile  helps,  but  it’s 
used  more  as  a  planning  tool  and  ultimately 
we  want  to  see  it  used  as  a  buying  tool.” 

Getting  buyers  on  board 

Kevin  Campbell,  director  of  marketing 
and  sales  at  ABC,  says  that  since  his  compa¬ 
ny  started  tracking  reader  profiles  in  1999, 
they  are  beginning  to  see  some  traction. 
Two-hundred  and  seventy-five  of  roughly 
800  U.S.  daily  papers  that  ABC  tracks  are 
enrolled  in  reader  profiles. 

Campbell  admits  more  papers  could 
support  the  reader  profile  survey.  In  terms 
of  participation,  the  large  metros  are  above 
expectation,  mid-market  papers  (circ  of 
25,000  to  250,000)  are  right  on  track  and 


papers  with  circ  below  25,000  need 
I  to  improve,  he  says. 

!  “Advertisers  are  soaking  [readership 
information]  up  like  a  sponge.  They’ve  been 
begging  us  for  this  information,”  Campbell 
says.  However,  he  acknowledges  that  the 
readership  data  is  used  more  in  the  plan¬ 
ning  stage,  and  that  for  buyers  to  start 
taking  the  data  seriously  —  i.e.,  using  it 
to  negotiate  rates  —  more  newspapers 
must  participate. 

“The  challenge  in  my  mind  is  a  cultural 
change,”  Campbell  says.  “Newspapers  need 
to  start  using  readership  information  as  a 
complement  to  circulation  and  get  away 
from  handshake  deals.” 

More  resources  are  needed 

It’s  a  good  thing  that  the  industry  is 
taking  the  necessaiy  steps  to  increase 
j  readership,  and  those  efforts  should  be 
i  applauded.  It  will  however,  take  time  — 
and  money. 

“Philosophically,  the  emphasis  on  reader- 
'  ship  is  there,”  says  one  source  who  works 
at  building  readership  at  a  large  daily. 

“But  there  is  a  big  gap  between  saying  it’s 
important  and  really  subordinating  depart¬ 
mental  needs.  I  think  that  papers  sincerely 
want  to  do  something  about  it,  it’s  just 
more  difficult  than  we  would  like  to  admit. 

“We’re  talking  about  a  lot  of  big  steps 
that  need  to  be  taken  across  a  lot  of  depart¬ 
ments  all  in  the  same  direction  and  that’s 
difficult  to  execute.  The  idea  that  you’re 
going  to  take  40  years  of  newspaper  opera¬ 
tions  and  turn  it  on  its  ear  is  insane.”  11 


See  Industry  IQ  reports  at  NEXPO  booth  2442  •  June  19-22 


Ad  sales  takes  more  than 

ood  Looks! 

You  need  know-how,  too.  IndustrylQ"*  reports  deliver 
quick-study  profiles  on  over  150  businesses  who  are 
frequent  advertisers.  Turn  your  knowledge  of  their 
trends,  success  factors  and  hot  merchandising  into  ad 
strategies  that  get  results.  Build  fhe/r  business  and 
boost  your  revenue  •  this  is  one  good-looking  deall 
IndustrylQ  reports  are  also  available  as  ready-to- 
present  PowerPoint®  and  imMEDIAte*  slide  decks. 
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Swiss  PDF  expert  and 
prepress  consultant 
Stephan  Jaeggi  addresses 
visitors  to  JDF  Parc  at 
drupa  2004  last  month 


world.  A  newspaper  as  its  own  world  is  an 
idea  left  over  from  pre-digital  days.  At  best, 
it  is  like  a  nation,  buying  raw  materials  from 
and  selling  its  products  to  other  countries. 

Besides,  newspapers  now  operate  in  an 
environment  that  looks  ever  more  like  that 
in  which  commercial  printers  beg  for  the 
kind  of  vendor-independent  automated 
workflow  that  JDF  promises.  For  one  thing, 
many  papers  already  do  contract  printing, 
and  run  up  against  demands  for  shorter 
press  runs  and  quick  turnarounds. 

Even  excluding  contract  print  jobs  that  a 
newspaper  company  may  take  on,  its  own 
principal  product  has  many  suppliers  and 
customers,  internal  and  external.  Its  adver¬ 
tisers  have  their  own  suppliers  —  some,  in 
the  case  of  ireestanding  inserts,  printers 
themselves.  And  all  of  them  represent  dif¬ 
ferent  companies,  departments  and  person¬ 
nel,  with  different  ways  of  doing  business 
and  the  multiple  recording  of  the  same 
information  in  different  systems. 

Though  a  newspaper  is  a  publisher’s  own 
product,  each  edition  is  a  new  product,  and 
every  advertiser  in  it  is  a  customer.  What’s 


New  printing-industry  format  offers 
automated  workflow  for  newspapers 

BY  JIM  ROSENBERG  ANO  MARK  FITZGERALB 


Drowning  in  an  alphabet  soup  of  digital  technologies, 
acronym-addled  newspaper  executives  may  dismiss 
much  of  them  as  irrelevant  to  their  business,  or  as  the 
arcana  of  prepress  or  IT. 

It’s  tempting  to  do  either  with  JDF,  the  Job  Definition  Format, 
because  it  seeks  to  bring  computer-integrated  manufacturing  to 
the  printing  industry  in  general.  As  an  emerging  workflow-automa¬ 
tion  standard,  JDF  often  is  viewed  as  a  creation  for  commercial 
printers  —  an  industrial  standard  for  manufacturers,  not  publishers. 

In  the  typical  newspaper  view,  it  is  Why  should  an  operation  learn  a  universal 

commercial  printing  that  has  outside  language  if  it  only  talks  to  itself? 

customers  —  and  they,  in  turn,  often  use  Because  it  doesn’t, 

other,  outside  prepress  services  —  while  For  several  years,  newspapers  have  ac- 

newspapers  produce  only  their  own  prod-  cepted  and  appreciated  what  HTML,  PDF, 

uct  on  their  own  systems  and  equipment.  and  XML  can  do  for  them  in  a  multi-media 
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more,  unlike  the  relatively  long  lead  times 
for  commercial  printing,  a  newspaper  has 
less  than  24  hours  to  move  from  conception 
to  distribution.  Department  to  department, 
communication  and  production  windows 
are  measured  in  hours,  sometimes  minutes. 

Because  it  covers  the  entire  workflow 
for  all  possible  print  products,  JDF  may 
be  “overkill”  for  newspapers,  as  one  vendor 
recently  told  Ifra’s  newspaper  techniques 
magazine.  But  needing  to  serve  so  many 
customers,  readers  included,  by  producing 
optimum  quality  on  low-end  paper  in  high- 
volume  presses  in  the  least  possible  time, 
newspapers  may  have  more  reasons  than 
most  to  adopt  JDF. 

“Should  newspapers  be  more  aggressive 
and  interested  in  JDF?”  asks  Jonathan 
H.  Markey.  “Sure,”  says  the  North  Jersey 
Media  Group  president.  “We  have  more 
customers  than  the  commercial  guys.” 

Still,  Markey  remains  cautious  about 
deploying  JDF  just  yet.  “We  don’t  have 
coherent  baselines  to  work  from,”  he  says, 
adding  that  right  now,  newspapers  create 
extra  work  and  more  challenges  to  get  it 
right.  If  they’re  going  to  consider  JDF, 
he  suggests  they  ask:  “In  the  context  of 
process,  how  do  they  wind  up  with  a  more 
efficient  operation  with  lower  expenses?” 

The  format  is  finding  its  way  into  news¬ 
papers.  Since  1999,  a  workflow  enhance¬ 
ment  specified  by  the  consortium  that 
would  release  JDF  two  years  later  has 
boosted  back-shop  efficiency  and  savings 
at  a  small  Washington  state  daily.  More 
recently,  a  big  British  publisher  put  JDF 
to  work  at  the  front  end  of  production. 

But  while  it  may  streamline  operations 
and  help  inform  systems  for  management, 
JDF  goes  no  further.  “I  still  have  decision¬ 
making  that  has  to  sit  on  top  of’  JDF-driven 
processes,  Markey  points  out.  For  example, 
executives  must  still  figure  out  how  many 
copies  to  print  for  single-copy  sales. 

“Newspapers  for  the  most  part  consider 
themselves  unique,”  he  says,  when  in  fact 
their  production  is  not  so  different  from 
other  manufacturers’  —  converting  external 
inputs  into  a  stream  of  product.  But  on  the 
sales  side  it  is  entirely  different:  The  prod¬ 
uct’s  value  is  lost  after  a  day.  Printing  too 
few  copies  or  having  today’s  product  still 
“on  the  shelf  tomorrow  doesn’t  do  us  any 
good,”  Markey  says,  adding  that  newspa¬ 
pers  should  have  real-time  production, 
distribution  and  sales  information. 

TheX^YANDZOFIT 

what  if  there  were  a  format  for  all  sys¬ 
tems  and  machines,  supporting  creation  of 
rational  workflows,  defining  any  job  and  the 


With  JDF,  says  ppi  Media  US  President  Joerg  Kruse, 
“You  don't  have  to  stick  with  one  vendor.” 


as  another’s  input.  Markey  uses 
the  example  of  freestanding  inserts. 
Produced,  perhaps  even  palletized, 
using  JDF,  they  may  well  arrive  at 
a  newspaper  as  nothing  more  than 
bundled  inserts  because  the  adver¬ 
tiser’s  and  insert  printer’s  JDF  data 
are  not  carried  into  the  newspaper 
workflow,  guiding  the  ad  into  the 
right  edition  or  zone  and  out  to 
the  right  readers. 

FORMUIATING  A  FORMAT 

JDF  dates  from  the  Page 
Production  Format  (PPF),  begun 
by  Heidelberg  and  a  German  com¬ 
puter  graphics  institute  in  the  early 
1990s  and  taken  up  by  the  CIP3 
(International  Cooperation  for  the 
Integration  of  Prepress,  Press  and 
Postpress)  organization.  PPF  relied 


parameters  needed  to  accomplish  it,  and  on  CIP3  member  Adobe  Systems’  Post¬ 
letting  that  information  drive  production  as  Script  Job  Ticket  Format,  defining  a  job 
it  passes  from  one  process  to  the  next,  accu-  from  prepress  through  post-press.  But, 
mulating  a  job  history  and  sharing  that  in-  as  one  executive  recalled,  as  “the  project’s 

formation  with  non-production  systems?  scope  broadened  significantly,”  Cl  P3 
JDF  is  that  format.  An  open  standard  for  became  CIP4  (Integration  of  Processes 

organizing  and  exchanging  data  based  on  in  Prepress,  Press  and  Postpress),  and 
the  Extensible  Markup  Language  (XML)  the  PostScript-based  PPF  evolved  into 
for  automation  across  all  processes,  JDF  the  more  broadly  applicable  JDF,  based 
builds  into  workflows  the  above-mentioned  on  the  less  constraining  XML. 
capabilities,  providing  a  way  for  systems  to  Coding  in  XML  “was  actually  a  smarter 

organize  the  way  a  plant  is  automated  and  way  of  doing  it,”  says  Darling,  whose  firm 
jobs  produced.  Rather  than  prescribing  a  cbairs  CIP4’s  asset-transfer  committee.  A 
workflow,  says  Vio  Inc.  Executive  Vice  Pres-  purely  descriptive  language,  XML  provided 

ident  Alan  Darling,  “JDF  itself  isn’t  going  to  a  way  to  define  documents  and  control 

bar  you  from  doing  it  any  way  you  fancy.”  machines  according  to  established  rules. 

The  format  incorporates  a  controls  Ian-  carrying  information  from  different  data 
guage,  the  Job  Messaging  Format,  able  to  sources,  even  proprietary'  legacy  systems, 
drive  JDF-aware  systems  and  equipment  As  CIP3  grew  into  CIP4,  more  compa- 

and  communicate  with  management  sys-  nies  joined  the  organization,  the  potential 

terns.  As  such,  according  to  Darling,  it  will  for  XML  (developed  from  the  established 

enable  real-time  access  to  process  informa-  Standard  Generalized  Markup  Language) 
tion  —  the  information  Markey  looks  for.  was  further  realized,  and  preflighting  came 
JDF  occupies  the  expanse  between  sell-  into  use  for  the  widely  adopted  Portable 
ing  and  shipping,  but  it  may  be  brought  in  Document  Format  (PDF), 
the  front  door  and  out  the  back.  Theoreti-  By  creating  a  common  language,  CIP4 

cally,  it  could  reach  outside  the  paper  —  up-  aims  to  guarantee  that  systems  from  differ- 
stream  to  ad  or  contract  printing  sales  and  ent  vendors  used  in  different  departments 

out  beyond  the  truck  docks  to  deliveries.  and  businesses  will  communicate,  thereby 
Up  front,  AdsML  today  picks  up  much  of  streamlining  workflows  across  processes 
the  transactional  burden  imagined  a  decade  and  enterprises  while  ensuring  that  jobs  are 
ago  for  electronic  data  interchange,  with  produced  accurately  and  completely  and 
the  booking  function  now  relying  on  XML  meet  specified,  attainable  quality  levels, 

e-commerce  messaging.  Out  back,  print-  Given  tbe  size  of  the  printing  industry 

able  radio-frequency  identifiers  may  one  and  its  number  and  variety  of  processes  and 
day  carry  route,  newsrack  and/or  doorstep  possible  product  types,  an  all-encompassing 

data  on  bundles  or  individual  copies.  JDF  is  necessarily  huge.  But  the  800-page 

Sometimes,  taking  full  advantage  of  JDF  specification  is  more  the  concern  of  systems 

will  mean  moving  information  from  one  and  equipment  suppliers,  not  buyers.  A 
JDF-enabled  business  to  another,  recogniz-  better  place  to  start  for  a  prospective  user 
ing  one  enterprise’s  product  or  information  of  a  JDF-enabled  workflow  is  “Process 
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Automation  in  Printing  &  Publishing,”  a 
22-page  booklet  written  for  the  layman  by 
CIP4  Executive  Director  James  E.  Harvey 
and  available  online  at  www.CIP4.org  and 
in  print  from  Vio,  one  of  its  10  sponsors. 

Those  sponsors  are  among  CIP4’s  more 
than  250  members.  The  Newspaper  Associ¬ 
ation  of  America  very  recently  joined  the 
dozens  of  members  familiar  to  newspapers, 
among  them  software  developers  Adobe 
and  Quark,  output  systems  suppliers  Agfa, 
Creo  and  Krause,  the  big  three  German 
press  makers,  and  Muller  Martini. 

Creo  and  more  than  two  dozen  others, 
including  MAN,  KBA  and  Harland  Simon, 
are  trying  to  kick-start  JDF  by  ensuring 


that  their  systems  incorporate  enough  of 
the  specification  to  permit  them  to  work 
together  as  intended.  This  Networked 
Graphic  Production  environment  employs 
an  agreed-upon  portion  of  the  JDF  spec  — 
essentially  going  with  what’s  now  available 
that  works  for  them  and  their  customers. 

For  the  printer,  implementing  the  format 
is  not  an  all-or-nothing  proposition.  “JDF 
does  not  have  to  be  adopted  throughout  the 
whole  enterprise,”  says  Darling.  “You  can 
address  it  process  by  process.” 

Some  parts  and  specific  extensions  are 
devoted  to  certain  types  of  printing  — 
newspapers,  for  example.  And  any  opera¬ 
tion  can  use  only  the  portion  of  the  spec 
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Announces 
THE  KAISER 
MEDIA  INTERNSHIPS 
IN  URBAN  HEALTH  REPORTING 
FOR  2004 


An  internship  program  for  young  minority 
journalists  interested  in  specializing  in  urban 
public  health  reporting 

The  Henry  J.  Kaiser  Family  Foundation  is  again  sponsoring  summer  internships, 
starting  June  2004,  at  ten  metropolitan  newspapers  and  at  two  local  television 
stations,  for  young  minority  journalists  interested  in  reporting  on  urban  public 
health  issues.  The  interns  are  selected  by  the  newspapers/TV  stations. 

The  twelve  2004  Kaiser  Media  Interns  and  their  host  newspapers/TV  stations  are; 

Daffodil  Altan  -  The  Los  Angeles  Times 
Christin  Ayers  -  KTVU-2,  San  Francisco-Oakland 
Yvette  Bueno  -  The  Sun-Sentinel,  Fort  Lauderdale 
Lorinda  Bullock  -  The  Detroit  Free  Press 
Dante  Higgins  -  KXAS-5,  Dallas-Fort  Worth 
Kvlene  Kiang  -  The  Plain  Dealer,  Cleveland 
Jessica  Lee  -  The  Boston  Globe 
January  Payne  -  The  Washington  Post 
Czerne  M.  Reid  -  The  Milwaukee  Journal  Sentinel 
Sophia  Tareen  -  The  Oregonian 
Veronica  Torrejon  -  The  San  Jose  Mercury  News 
Elvira  Viveros  •  The  Atlanta  Journal-Constitution 

The  Kaiser  Internship  Program  provides  an  initial  week-long  briefing  on  urban  public 
health  issues  and  health  reporting  in  Washington,  D.C.  Interns  are  then  based  for  ten 
weeks  at  their  newspaper/TV  station,  typically  under  the  direction  of  the  Health  or  Metro 
Editor/News  Director,  where  they  report  on  health  issues.  The  program  ends  with  a  3-day 
meeting  and  site  visits  in  Boston.  Interns  receive  a  12-week  stipend  and  travel  expenses. 
The  aim  is  to  provide  young  journalists  or  journalism  college  graduates  with  an  in-depth 
introduction  to  and  practical  experience  on  the  specialist  health  beat.  For  more  details, 
check  our  website  at  www.kff.org/mediainternships;  to  apply  for  the  2005  program,  e-mail 
or  write  to: 


Penny  Duckham 

Executive  Director  of  the  Kaiser  Media  Fellowships  Program 

Kaiser  Family  Foundation 

2400  Sand  Hill  Road 

Menlo  Park,  CA  94025 

Email:  pduckham@kff.org 


The  Kaiser  Family  Foundation  is  an  independent  health  care  foundation  and  is  not  affiliated  with  Kaiser  Permanente  or  Kaiser  Industries. 


that  its  production,  business  and/or  MIS 
systems  support  and  that  a  given  job  re¬ 
quires.  A  business  may  adopt  JDF  wherever 
it  confers  appreciable  benefit  within  the 
workflow,  then  allow  it  to  spread,  if  desired, 
as  it  replaces  or  upgrades  other  systems. 

Darling  predicts  that  “even  just  by  stand¬ 
ing  still,  you  will  become  JDF-enabled”  be¬ 
cause  eventually  everything  is  replaced  or 
upgraded,  and  more  and  more  vendors  are 
adopting  the  open  standard.  JDF  workflows 
also  may  accommodate  older  installed 
equipment,  where  it  is  impractical  or  un¬ 
necessary  to  buy  a  JDF-aware  replacement. 

INVISIBLE  TO  THE  USER 

what’s  more  (or  less),  while  a  given  JDF 
implementation  will  involve  more  informa¬ 
tion  than  any  single  JDF-aware  process 
requires,  Darling  adds,  “each  of  the  process¬ 
es  knows  which  information  it  needs.” 

A  language  unheard  by  the  user,  JDF  re¬ 
sides  in  the  systems.  Of  his  firm’s  JDF-en¬ 
abled  ad  preflighting  and  delivery  system 
for  Britain’s  Dail^  Telegraph,  Darling  says, 
‘There  should  be  no  visibility  of  JDF  to  the 
people  submitting  stuff.”  It  should  remain 
“under  the  hood”  because  “you  don’t  need  to 
intimidate  people  by  showing  them  XML.” 

JDF’s  promoters  say  the  same  is  true  for 
those  at  newspapers,  whose  concern  need 
only  be  that  their  systems  support  the  for¬ 
mat.  “It  is  actually  less  a  question  of  accept¬ 
ance  of  JDF  than  seeing  the  big  advantages 
they  will  finally  have  when  purchasing 
JDF-compliant  systems,”  ppi  Media  US 
CEO  Joerg  Kruse  wrote  in  an  e-mail  from 
Germany,  where  his  company  was  among 
many  with  products  and  interoperability 
demonstrations  that  made  JDF  a  major 
topic  at  last  month’s  drupa  trade  show. 

(Also  in  May,  CIP4  released  a  JDF  refine¬ 
ment  that  overhauls  the  preflighting  de¬ 
scription  and  includes  a  minimum  standard 
for  JDF  certification  testing.  Other  changes 
affect  quality  control,  digital  delivery,  color, 
proofing,  and  communication  between 
systems  and  production  devices.) 

The  customer  does  not  have  to  deal  with 
JDF  [but]  should  know  why  this ...  is  im¬ 
portant,  in  order  to  secure  his  investment, 
to  reduce  cost,  etc.,”  Kruse  wrote.  “It’s  more 
designed  to  help  suppliers  to  provide  bet¬ 
ter-integrated  systems,  which  will  result  in 
a  unified  end-to-end  production  workflow.” 

By  telephone,  Kruse  says  papers  with 
JDF  workflows  can  more  easily  integrate 
new'  components.  “It  will  be  much  easier  to 
exchange  ...  or  to  revise  systems.  You  don’t 
have  to  stick  with  one  vendor  only.  I  know 
that  a  lot  of  newspapers  are  struggling  with 
the  decision  to  adopt  new  and  efficient 
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systems  but  hesitate  to  change,  because 
they  know  the  effort  they  took  to  inte¬ 
grate  what  they  have  already.” 


A  BETTER,  BROADER  STANDARD 

With  broad  support,  CIP4  sems  to 
have  a  shot  at  accomplishing  more  than 
earlier  efforts  (such  as  newspapers’  Post¬ 
press  Data  Interchange),  which  aimed 
for  a  common  language  for  equipment 
only  in  certain  areas.  JDF  passes  prod¬ 
uct  and  process  metadata  among 
enabled  systems,  regardless  vendor(s). 

Earlier  attempts  were  more  narrowly 
defined  or  departmentally  confined. 

And  vendor/site/product-specific  solu¬ 
tions  had  limited  usefulness.  Costly  and 
dependent  upon  one  or  a  few  suppliers, 
the  work  was  unlikely  to  grow  into  larg¬ 
er  solutions  able  to  communicate  with 
systems  from  other  vendors  and  in  other 
departments  or  with  new  technologies. 
Because  JDF  seeks  to  cover  everything 
from  submission  or  creation  of  original 
material  to  packaging  a  product  for 
distribution,  CIP4  says  suppliers’  wide¬ 
spread  adoption  of  the  format  should 
mean  that  printers  will  be  able  to  shop 
for  systems  that  best  suit  their  needs 
without  workflow  worries. 

“Especially  in  Europe,”  says  ppi’s 
Kruse,  “newspapers  are  starting  to  adopt 
the  idea  and  the  overall  benefits  of  this 
standard  very  quickly  because  they  know 
how  difficult  it  can  be  to  establish  a  nicely 
integrated  end-to-end-workflow.” 

But  U.S.  papers  cannot  seem  to  get  over 
the  idea  that  JDF  is  a  commercial  printing 
thing.  A  big  reason  is  descriptive  terminolo¬ 
gy  that  leans  heavily  on  commercial-side 
concepts  like  “job  ticket.” 

JDF  s  creators  are  well  aware  of  the 
problem,  and  for  more  than  two  years  a 
Newspaper  Working  Group,  chaired  by 
Frank  Theede  of  ppi,  has  been  laboring 
to  come  up  with  a  newspaper-fnendly 
nomenclature.  “We  realize  a  lot  of  the  ter¬ 
minology  does  not  fit  newspapers,  but  there 
are  lots  of  initiatives  under  way  to  enhance 
the  JDF  terminology,”  says  ppi’s  Kruse. 

Except  for  early  adopters  such  as  The 
Wenatchee  (Wash.)  World,  JDF  still  flies 
below  the  radar  of  most  U.S.  newspapers. 

“I  don’t  think  they’ve  thought  too  much 
about  it.  I  think  they’re  going  to  wait  and 
see  what  happens  on  the  commercial  side 
and  in  Europe,”  says  John  lobst,  vice  presi¬ 
dent  of  NAA/Iffa  Technical  Solutions. 

When  JDF  begins  to  move  in  the  United 
States,  lobst  suggests,  it  will  likely  start  with 
vendors  that  already  manufacture  JDF- 
aware  products  for  the  commercial  side 
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and  with  newspapers  that  have  greenfield 
projects,  where  workflow  plans  can  begin 
with  a  blank  slate  and  all-new  equipment. 

Ironically,  lobst  says  newspapers  may 
end  up  more  interested  in  some  areas  of  in¬ 
teroperability  than  some  of  their  vendors, 
for  instance  at  the  far  end  of  the  workflow', 
when  copies  reach  the  packaging  center. 
While  inserters  already  can  take  direction 
from  smart  software,  JDF-aware  versions 
of  such  comparatively  “dumb”  machines 
as  stackers,  he  says,  w'ill  carry  higher  prices 
than  current  versions. 

Continuing  growth  in  zoning,  especially 
futuristic  targeting  promised  by  digital 
presses,  is  a  likely  opportunity  for  JDF. 

The  World  already  is  seeing  results  using 
an  early-generation  part  of  JDF  introduced 
five  years  ago  by  CIP3.  “We  think  about 
[JDF]  every  day,  and  are  so  happy  we  did 
it,”  says  Production  and  Strategic  Initiatives 
Director  Stephen  Schroeder.  “It’s  hard  to 
believe  most  people  aren’t  doing  it.” 

When  the  World  installed  a  two-around, 
singlewide  Comet  press  from  CIP4  member 
KBA  in  1999,  it  eliminated  manual  ink  set¬ 
ting  at  32  print  couples.  When  page  files 
RIP’d  at  the  main  building  are  sent  for  film 
output  at  the  plant,  a  server  grabs  the  bit¬ 
map  data  and  sends  them  to  the  press  ink- 
key  presetting  system.  In  a  sense,  Schroeder 


says,  “you’ve  got  designers  and  editors  in 
the  newsroom  setting  ink  keys ...  with¬ 
out  ever  knowing  it.”  He  adds;“It  doesn’t 
replcice  human  interaction;  it  just  gets 

you  a  long  way  to  where  you  need  to  be.” 

Results  are  dramatic,  according  to 
Press  and  Packaging  Director  Bob 
Koenig.  While  the  crew  focuses  on  other 
quality-related  matters,  start-up  paper 
waste  has  been  cut  in  half. 

The  World  will  expand  such  integra¬ 
tion  with  a  workflow  to  accompany 
conversion  to  thermal  platesetting  in 
January.  It  chose  CIP4  member  Creo 
for  its  platesetter,  and  although  that 
same  company  is  a  contender  as  soft¬ 
ware  supplier,  “we’re  looking  at  the 
workflow  independent  of  that  [selec¬ 
tion],”  says  Schroeder.  From  the  outset, 
he  explains,  the  project  was  divided  into 
separate  hardware  and  software  evalua¬ 
tions  because  “we  didn’t  want  one  to 
necessarily  trump  the  other.” 

“The  more  systems  we  can  have 
talking  with  each  other,  the  better,” 
remarks  Schroeder. 

Vendors  such  as  ppi’s  Kruse  fully 
expect  the  first  JDF  integration  to 
happen  in  prepress  and  press  controls. 


GETTING  IN  AT  THE  BEGINNING 

JDF  may  gain  entry  into  newspapers 
through  an  interface  between  AdsML  — 
where  standardization  is  being  achieved 
and  the  lingua  franca  (as  with  JDF)  is  XML 
—  and  the  production  side.  “I  think  that’s 
going  to  be  one  of  the  first  places  where 
we’ll  see  JDF ...  in  the  newspaper  industry,” 
says  lobst. 

The  first  fruits  of  that  are  seen  at  Britain’s 
Telegraph  Group,  which  worked  wth  Vio 
to  implement  a  JDF-enabled  workflow  for 
receiving  ads.  In  the  past,  ads  were  supplied 
digitally,  but  needed  a  hard-copy  submis¬ 
sion  ticket  as  well.  The  ad  file  was  preflight¬ 
ed,  and  then,  if  necessary,  it  was  either  fixed 
or  the  sender  was  asked  to  fix  and  resubmit 
it.  A  satisfactory  file  was  processed  for  inte¬ 
gration  with  editorial  matter  on  a  page  or 
for  output  as  its  own  page. 

JDF  now  permits  moving  PDF  preflight¬ 
ing  upstream  and  getting  a  detailed  report 
usable  by  other  systems.  And  the  submis¬ 
sion  “ticket”  arrives  with  the  ad.  According 
to  Vio’s  Darling,  advertisers  or  their  agen¬ 
cies  that  download  the  publisher-hosted 
preflighting  application  may  simply  drop 
an  ad  file  onto  the  preflighting  and  delivery 
icon  and  choose  the  publication  in  which 
the  ad  is  to  run.  A  file  that  does  not  pass  the 
check  must  be  fixed  before  delivery  except 
in  cases  where  the  newspaper  knows  it  can 
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©  VIO  WORLDWIDE  1.1 


In  today’s  business  climate,  your  advertisers  expect  results. 
GMA’s  Missed  Insert  Repair  System™  (MIRS)  is  your  solution. 
Standard  on  all  SLS2000™  and  SLS3000™  inserters,  MIRS 
guarantees  your  advertisers  optimal  customer  coverage  while 
increasing  your  bottom  line.  MIRS  ensures  complete  packages 
and  increases  production  efficiency  by  eliminating  the  need  for 
downstream  repair  work. 


niRS  Technology  -  Guaranteed  so  you 
can  be  accountable  every  time- 


Come  visit  booth  #2105  at  NEXPO  2004  for  more  details. 


MEMBER  OF  THE  MULLER  MARTINI  GROUP 


Passion  for  Innovation! 


Phone:  610-694-9494  Fax:  610-694-0776  www.gma.com 
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deal  with  the  difficulty.  In  all  cases,  sender 
and  newspaper  both  get  a  report  of  what,  if 
anything,  was  wrong  with  the  file.  It  and 
the  submission  ticket  come  bundled  with 
the  ad  itself  as  one  JDF  file,  says  Darling. 

THE  lANGUAGE  OF  PRODUCTION 

Though  what  Vio  and  preflighting  part¬ 
ner  Markzware  accomplished  with  the 
Telegraph  Group  represents  but  one  sec¬ 
tion  within  a  much  larger  possible  JDF 
newspaper  workflow,  it  is  the  important 
one,  where  business  and  production  begin. 

At  the  receiving  end.  Telegraph  creates  a 
JDF  job  ticket  allowing  the  ad  to  move  au¬ 
tomatically  to  the  next  stage,  with  the  com¬ 
mercial  information  passed  to  billing  and 
the  content  and  instructions  for  its  repro¬ 
duction  passed  to  production.  Over  time, 
the  accumulating  record  of  transactions  — 
all  with  the  same  types  of  easily  accessible 
information  in  the  same  format  —  can  aid 
customer  relations  by  highlighting  recur¬ 
ring  problems  that  might  be  unnoticed  or 
ignored  in  paper  records. 

That’s  where  the  Telegraph  process  ends. 
But  in  a  hypothetical  fully  JDF-enabled 
newspaj)er  where  all  processes’  metadata 
are  shared,  a  production-management  sys¬ 
tem  would  be  able  to  read  the  location  of  an 
ad  in  the  workflow  —  and  where  it  belongs 
in  which  product  —  and  then  place  the  ad 
on  the  assigned  page  according  to  a  layout 
prepared  elsewhere  with  the  necessary 
information  in  JDF. 

Among  the  possibilities:  a  page-assembly 
staffer  grabbing  the  ad  can  check  its  accom¬ 


panying  information  or  instructions.  The 
proper  metadata  not  only  could  even  auto¬ 
mate  its  page  placement,  but  also  ensure 
that  it  appears  in  the  proper  zoned  edition 
and  is  assigned  to  the  proper  cylinder  loca¬ 
tion  on  the  correct  press  and  press  run  (for 
which  the  number  of  copies  had  been  speci¬ 
fied)  —  information  that  would  determine 
its  place  in  the  platesetting  queue.  For  plate 
mounting,  much  of  the  same  information 
could  be  printed  as  a  paper  list  or  ticket  for 
each  plate,  or  be  recorded  on  the  non-imag¬ 
ing  area  of  each  plate  in  words  or  bar  code. 

A  configuration  relying  on  a  central  sys¬ 
tem  communicating  with  different  process¬ 
es  can  provide  operations  and  business 
managers  with  an  overview  of  the  entire 
workflow  as  it  proceeds  —  or  breaks  down. 
This  kind  of  enterprisewide  integration  and 
automation  can  “capture  information  about 
performance,  which  is  held  in  these  JDF 
files,”  says  Darling,  and  enable  managers  to 
see  into  what  might  someday  amount  to  a 
“lights-out”  production  environment. 

Though  he  believes  it  would  be  smart  to 
have  all  JDF  information  “fed  into  some 
kind  of  database”  on  a  central  server.  Dar¬ 
ling  says  there’s  no  reason  why  separate 
“pools”  of  JDF  cannot  reside  on  the  ad-pro- 
cessing  side,  in  page  processing,  the  press¬ 
room,  distribution,  etc.,  with  information 
moving  in  and  across  those  areas  but  not 
centrally  accessible. 

Darling  concedes  that  linking  the  busi¬ 
ness  and  production  sides  is  “like  mating 
dogs  and  cats”  and  has  never  been  tried  on 
a  scale  that  JDF  makes  possible.  But  citing 


the  “incredible”  amount  of  work  done  to 
accomplish  it,  he  says,  “What  started  off  as 
a  lot  of  fragmented  efforts ...  is  coming  to¬ 
gether  as  a  single  initiative.”  Among  ven¬ 
dors  especially,  he  adds,  “everyone  is  talking 
to  everyone  else,  which  is  quite  amazing.” 

JUSTIFYING  JDF 

U.S.  adoption  of  JDF  will  not  be  painless, 
caution  experts  such  as  lobst.  It  may  not 
demand  changes  in  the  way  work  is  done  or 
equipment  used,  but  major  changes  to  op¬ 
eration  always  entail  some  up-ffont  pain. 
And  for  all  its  promise  in  automating  work- 
flow,  the  fact  is  that  operations  are  already 
running  “so  thin  on  the  manufacturing  side 
[that  newspapers]  are  probably  not  going 
to  save  much  on  their  staffing,”  lobst  says. 

He  also  warns  that  at  newspapers,  JDF 
“is  not  going  to  move  that  fast”  if  it  doesn’t 
become  a  part  of  corporate  knowledge.  For 
one  thing,  it  doesn’t  allow  calculating  hard 
numbers  for  return  on  investment.  News¬ 
papers,  he  says,  “need  persuasive  argu¬ 
ments  at  the  publisher  level  about  why  this 
is  the  way  to  go.”  lobst  says  he  can  do  that 
with  AdsML,  for  example,  because,  on  the 
cost  of  errors  alone,  its  implementation  can 
be  shown  to  save  a  publisher  money.  That’s 
not  yet  possible  for  JDF,  he  maintains. 

Even  CIP4  doesn’t  try  to  give  an  ROI  for 
JDF  itself,  arguing  instead  that  any  return 
is  from  the  equipment  and  systems  selec¬ 
tion  and  the  interoperability  benefits  JDF 
makes  possible.  Buyers  may  focus  more  on 
performance  and  less  on  integration  issues. 

lobst  acknowledges  that  JDF  can  benefit 
accountability,  control  and  manufacturing 
practices,  but  adds  that  the  case  can  make 
that  JDF  is  indeed  “overkill”  for  newspapers 
—  “especially  for  a  lot  of  kinds  of  equipment 
we  have.”  Those  satisfied  with  seat-of-the- 
pants  operations,  he  says,  can  easily  stick 
with  what  they’re  doing  now. 

But  for  some  at  U.S.  newspapers,  com¬ 
bining  smarter,  streamlined  operations 
with  real-time  tracking  and  accountability 
is  very  much  the  point.  Responsible  for  his 
own  company’s  and  others’  dailies  and 
weeklies,  as  well  as  a  host  of  other  print 
products.  North  Jersey  Media’s  Markey 
says  he’s  concerned  that  print  —  especially 
printing  and  distribution  —  needs  to  move 
faster  to  hold  its  own  against  electronic  me¬ 
dia.  Television,  he  says,  can  require  little 
more  than  some  makeup  before  someone 
turns  to  talk  to  a  camera. 

That’s  precisely  how  CIP4  promotes  JDF 
in  the  specification’s  preface  —  as  a  chance 
to  make  print  production  and  distribution 
“more  competitive  with  broadcast  media  in 
terms  of  time-to-market.”  11 
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Property  taxes  too  high? 


*  utilizing  Inland’s  valuation  expertise 
and  M  &  H’s  property  tax  experience, 
we’ve  formed  the  most  reliable  and 
credible  source  for  reducing  property 
tax  assessments. 

*  Our  newspaper  clients  have  realized 
thousands  of  dollars  in  annual  tax  sav 
ings. 

*  Contact  us  for  a  no  cost,  no  obligation 
discussion  regarding  your  potential 
property  tax  savings. 

Mr.  John  S.  Woolard  Mr.  Beau  Campbell 

Morrison  &  Head,  LP  Inland  Newspaper  Machinery  Corp. 

Boeme,  Texas  -  (830)  248-1190  Lenexa,  KS  -  (913)  492-9050 

john@morrisonandhead.  com  bcampbell@inlandnews.  com 
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THE  Newspaper  Facility  Design  Specialists 


At  NEXPO  2001  we 
thought  all  about 
the  box. 


At  NEXPO  2002  we 
thought  all  about 
changing  the  box. 


At  NEXPO  2003  we  went 
inside  and  outside 
the  box. 


At  NEXPO  2004  we 
have  cut  all  the  corners 
off  the  box. 

As  a  matter  of  fact, 
we  have  turned 
tlrc  box 
into 
a  ball. 


We  are  having  such  a  ball,  we  are  o'f'  ^ 

2003  was  a  record  year  for  DARIO  DESIGNS,  and  by  January  of  this  year 
we  had  more  work  under  contract  for  2004  then  our  total  in  2003. 

That's  what  we  call  ot'  ^  i 


Come  visit  us  at 


PIAZZA  DELLA  DARIO  DESIGNS 

and  have  a  ball  with  us  with  some  fun  and  games, 
while  we  put  balls  ot^  ^  ^o//  just  for  you. 

FREE  MEATBALLS!! 


In  celebration  of  our  record  breaking  2004D  year  and  our  10th  Anniversary, 
we  will  be  putting  our  meatballs  o*'  ^  r©//  for  all  to  enjoy. 

■  j  .  “  That's  what  we  call  ot' 3 i 

Our  world  famous,  1996 ING,  family  recipe  meatballs  &  sauce  will  be  served  ^ 
by  DARIO  DESIGNS  at  NEXPO  2004  in  appreciation  for  your  business! 

1 

Thank  you  for  contributing  to  our  success. 

'  BOOTHS  4339,  4431 ,  4432,  4433,  4443,  and  BOOTH  4444 

508-877-4444 

www.dariodesigns.com 


I 
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A  DARIO  i 
DESIGNS 


If  we  make  our  decisions  based  on  what  is 
in  the  best  interest  of  our  clients,  it  will  prove 
to  be  in  our  own  best  interest  in  the  long 
run. 

Dario  D.  D.  D/Mare,  AM,  President 
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THE  LINEUP  CARD 


Nexpo  ’04:  Who’s  where 


More  than  270  suppliers  will 
be  showing  their  products  and 
services  at  Nexpo  2004,  which 
convenes  at  the  Washington  Convention 
Center  June  19-22.  In  addition  to  an 
expanded  conference  program,  the 
annual  event  coincides  with  gatherings 
of  classified  advertising  managers  and 
newspaper  financial  executives.  Even 
before  the  trade  show  opens,  three 
organizations  will  hold  industry-related 
meetings  on  June  18. 
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Excellence  Awards  (ACME) . 1.549 

3M  Post-It  (R)  Direct  Response  Products . 27.57 

ABB  Inc . 3603 

Accraply  Inc . 265.3 

AccuWeather  Inc . 2325 

Acquire  Media  Corporation . 173.3 

Ad  Looks.  Inc . 1812 

Adfare  Marketing . 4.350 

Adobe  Systems  Inc . 294.3  i 

AdPay,  Inc . 1.534  < 

AdStar.Inc . 1811  ■ 

Advanced  Publishing  Corporation  . .3554 

Advanced  Technical  Solutions  Inc . 22.30 

Agfa  Corporation  . 2502 

AGV  Products  Inc . 2.3.5.3 

Al  Taber  &  Associates . 3752 

alfaQuest  Technologies . <3128 

AMC . 1902  : 

American  Appraisal  Associates . 1518  i 

Anitec/Kodak  Polychrome  Graphics . 2049  I 

Anocoil  Corporation . 31.38  ' 

Anygraaf  USA  Inc . 25.55  ! 

Associated  Press,  The . 2.309 

Apple  Computer . .3146 

Advanced  Publishing  Technology.  Inc . 15.39  i 

Aragon  System  Products,  LLC . 3843  ^ 

ASTECH  InterMedia . 1839 

ASTI  -  Automated  Systems  Technology  Inc . .3260 

Ataboy,  Inc . 35.5.3 

Austin  Company,  The . .3720 

Avail  Technologies . 1841 

B&W  Press  Inc . 42.55 

Baldwin  Technology  Company . 3025 

basysPrint  Corporation . 4217 

BearingPoint . 1726  i 

BEK  Systems  Inc . 384.5  i 

Bellatrix  Systems  Inc . 2826  ' 

Better  Engineering  Mfg.  Inc . 3849 

Bottcher  America  Corporation . 3.561 

Bowe  Bell  +  Howell . 4251 

Brainworks  Software . 2739 

Brass  Tacks  Design  . 1740 

Burgess  Industries  Inc . <3765 

Burt  Technologies  Inc . 1919 

Call  Compliance  Inc . 3158 

CallSource  . 1527 

Canadian  Web  Consultants  Limited . 414.3 

Cannon  Equipment  Co.  Inc . 3825 

CCl  Inc . .36.55 

CCI  Europe . 28.31 

Centron  Data  Services.  Inc . 1626  , 

CHATTERBOX  -  Innovative  Systems  Design . 1953  I 

Chuck  Blevins  &  Associates . 3.547 

CityXpress  Corporation . 2.349 

CKP  Newspaper  Systems  Inc . 2447 
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Cleveland  Electric  Company . .3245 

CNI  Corporation . 19.50 

Conic  Technologies  . 1708 

Content  That  Works . 1528 

Context  Media  Inc . .3215a 

Controls  Group  Inc . 4125 

Core  Waste  Eliminator  Inc . 4058 

Corzen  . 1544 

Creative  Circle  Advertising  Services  . 1628 

Creative  Circle  Media  Consulting . 1529 

Creo . .33.39 

Dario  Designs . 44.3.3 

Data  Sciences  Inc . 1939 

Dauphin  Graphic  Machines  Inc . 2703 

Dee-Paul  Graphic  Services/PDM  Ltd . 4429 

DENEX  Inc . 2025 

Diamond  Roller . .3.359 

Digital  Media  Classifieds . 1609 

Digital  Technology  International . 2139 

Dimensional  Insight . 1851 

Dover  Flexo  Electronics . <3l6l 

DPS  Inc . 2157 

Dynaric  Inc . .3947 

E.  i.  Barry  Company . 1727 

EAM-Mosca  Corp . 3759 

Earmark,  LLC  . 2955 

ECRM . .3459 

Edgil  Associates  Inc . 1811a 

Editor  &  Publisher  . .324.3 

Egemin  Automation  Inc . 2613 

Electronic  Imaging  Systems  of  America  . 1508 

Enovation  Graphics  Systems  . 34.59a 

Enternet  LLC . 4245 

ESRI . .3059 

Essex  Products  Group  . 3946 

Evergreen  Manufacturing  &  Sales  Inc . 2856 

Ewert  America  Electronics  Ltd . .3447 

ExactTarget  . 3657 

Exhibitor  Service  Center . 4259 

Express  Card  &  Label  Co.  Inc . 1707 

Fantasy  Sports  International . .3261 

FERAG  Americas . 2510 

Fincor  Automation  . <3348 

Fisher  Printing  Inc . 1542 

FKI  Logistex,  Alvey  Systems . 4252 

Flint  Ink . .3817 

FMC  Technologies . 2142 

Food  Service  Area . 3465 

Freeman  Service  Center . 1 

Gammerler  Corporation . 4017 

Gannett  Media  Technologies  International . 2925 

George  R.  Hall  Contracting . 4201 

Glunz  &  Jensen  Inc . 312.5 

GMA . 2105 

GMPCS  Personal  Communications . <3948 

Goss  International  Corporation  . 3.31.3 
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Graphic  Systems  International . 1717r 

Graphic  Ventures,  Inc . 2956 

Graphic  Web  Systems  USA  Inc . 3455 

Graphics  Microsystems  Inc . 2617 

GSP  Inc . 2317 

Harland  Simon  . .305.3 

Harris  &  Baseview  . 3005 

HEIDELBERG  . .3.30.3 

HFR  Media  Group . 365.3 

Higgins  Enterprises . .3960 

HK  Systems  . 2007 

Hurletron,  Incorporated  . 2558 

Hurst  Corporation . 3052 

Hutto  Printing . 4056 

IBM  Corporation . 3215 

ICANON  Newzware . 1819 

Ifra . 1633 

ImageNow  by  Perceptive  Vision . .3.361 

IMC  America . 3747 

INFE . 1621 

Inland  Newspaper  Machinery  Corp . .3517 

Interlasa  . 2460 

IPIX . 2625 

ISVGmbH . 1635 

IXIASOFT . 245.3a 

iardis  Industries.  Inc . 4239 

JDA  Software  Inc . 2.362 

Jim  Kelley  &  Associates . <3353 

JLS  Printing  &  Converting  Drive  Systems . 2723 

K  &  F  International  Inc . 38.3.3 

K&F  International . .322.5 

K&M  Newspaper  Services . 4047 

Kansa  Technology  LLC  . .3627 

Kaspar  Sho-Rack . 2106 

KBA-North  America  Inc . .3427 

Kennedy  Group,  The  . 2452 

Kirk  Rudy  Inc . <3342 

Knight  Ridder  Resources  . 1517 

Kodak  Versamark . .325.3 

Konica  Minolta  Graphic  Imaging  USA  Inc . .3639 

Legacy.com . 1622 

Legal  Notice  Registry  Corp . 1620 

MacDermid  Printing  Solutions/NAPP  Systems  . . .  4109 

Machine  Design  Service  . 2857 

MacDonald  Advertising  Services  . 1806 

Mactive  Inc . 3017 

Mainstream  Data  Inc . 23.51 

MAN  Roland  Inc . 3905 

Managing  Editor  Inc . 24.39 

Mark  Enterprises  Inc . 4447 

Marketing  G2 . 1742 

Masthead  International  Inc . 3.507 

Matthews  International  -  Marking . .34.58 

McClier . <3.32.3 

Media  General  Inc . 1716 

Media  Marketing  Inc . 2442 

Mediaspectrum  . 1.5.33 

MEGTEC  Systems . 4411 

MerlinOne . .3048 

MetroRent,  Inc . 1.530 

Micro  Inks  Corporation . .38.53 

Miles  33  International  . 2257 

Mindset  Software.  Inc . 2660 

Mineni  Corporation  . 2761 

Mitsubishi  Heavy  Industries,  Ltd . 4417 

Mitsubishi  Imaging  (MPM)  Inc . 3659 

Mobile  Computing  Corporation  . 216.3 

Modulo  Systems . 2453 

Morcor  Solutions  Inc . 2547 

Morris  Digital  Works  . 1603 

Mortgage  Market  Information  Services . 1627 

MotterStitch  Co . 2317a 

Mountain  States  Inc . 3423 
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2004  EDITOR  &  PUBLISHER  EPpy  AWARD  WINNERS 

Best  Overall  Design 
—  Under  1  million  page  views 
Amarillo.com 

Best  Internet  News  Service 
.  Under  1  million  page  views 

cjonline.com 

2004  NAA  DIGITAL  EDGE  AWARD  WINNERS 

Best  Overall  News  Site 
Circulation  less  than  75.000 
SavannahNow.com , 

Best  Overall  News  Site 
Circulation  75,000  -  250,000 
Jacl(sonville,com 

Best  Automotive  Site 
Circulation  less  Than  75,000 
SavannahNow,com 

•  ‘  ’  .1 
Best  Advertising  Program 

Circulation  less  than  75,000 
AugustaChronicle,com 

2004  NAA  ONLINE  INNOVATOR  AWARD 


Michael  Romaner 


Morris  Digital  Works 


President 


\ 


www.morrisdigitalworks.com 


www.morris.com 
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MSSI . 2017 

MultiAd . 2827 

mWave  Media  Inc . 2268 

My  Ad  Box.com . 1508 

NB  Systems . 3957 

NELA . 2851 

net-linx  Americas  .  2643 

Network  Pressroom  Cleaners . 3l60 

NewsBank  Media  Services . 2953 

NewsEngin  Inc . 1946 

NewsMemory  . 1911a 

NewsNotes  (TM)  Advertising . 2562 

Newspapers  &  Technology . 4242 

Newsstand  Inc . 1709 

NEWSTEC  Inc . 4209 

Ninestars  Information  Technologies  Ltd . 2263 

NYT  Press  Services  (a  unit  of  The  New  York  Times)  4404 

Olive  Software . 2607 

OneVision  Inc . 1947 

Online  Ad  Design,  Ltd . 2661 

Ovalstrapping . 406l 

Oxy-Ory  Corporation  . 3347 

Package  Express  Center  Inc . 2043 

PaperRoutePal.com  . 1733 

Paragon  Data  Systems  Inc . 3060 

PCF  Inc . 1526 

PCI  . 2453b 

PDQ  Plastics  Inc . 3252 

PhotoAccess.com . 3460 

Plant  Integration  Associates  Inc . 2520 

Plumtree  Company . 3552 

Pongrass  Newspaper  Systems  . 1717 

ppi  Media  US  Inc .  3905a 

Pressline  Services  Inc . 4332 
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Pressroom  Cleaners  Inc . 3646 

Presteligence  Inc . 3209 

Prim  Hall  Enterprises  Inc . 3917 

Printing  Press  Services  International . 2815 

Prisco-ContiTech .  3352 

Prism  Incorporated  . 1745 

ProAngle  Photo  . 3753 

Profitpackaging  Inc . 4445 

Prolmage  America  Inc . 4225 

Proxim-IT . 2461 

The  Printers  House  Ltd . 3752a 

Publishing  Business  Systems  Inc . 2427 

Q.  I.  Press  Controls  . 2821 

QuadTech  Inc . 3809 

QuickWire  Ubs . 2751 

Quipp  Systems  Inc . 3927 

R. L.Polk&Co . 4147 

Reed  Brennan  Media  Associates  . 2361  : 

Rockwell  Automation . 3647  ' 

RouteSmart  Technologies  Inc . 2760 

RSiCopyright  . 1713 

Samuel  Strapping  Systems  . 2949  I 

SAP  America . 3247 

SAXoTECH  Inc . 2907 

Schur  Packaging  Systems  Inc . 4053 

Screen  USA . 4131 

Seiken  Graphics  Inc . 4325 

Shoom  . 1911 

Signode  Industry  Packaging  Systems . 2124 

SITMA  U.S.A.  Inc . 2715 

Smith  RPM  Corporation . 4117 

Software  Construction  Company,  The  .  2631 

Software  Consulting  Services,  LLC . 2031 

Solna  Web  USA  Inc . 3517a 


Company  Name _ Booth 


Sonoco . 3942 

Sora  . 2444 

Southern  Lithoplate . 3231 

Spring  Street  Networks  . 1714 

Star*Key  Software . 1738 

Sterling  Packaging  Systems  . 2011 

T.  W.  Davis  Electrical  Contractors  . 4201a 

Tansa  Systems  AS  . 3153 

Tearsheet  Images  LLC  . 1629 

Technical  Solutions  Inc . 3067 

Technotrans  America  Inc . 3543 

TECNAVIA  . 1911b 

Tele-Publishing  International  . 1524 

Tensor  Group  Inc . 4244 

ThirdParty.Net  . 3251 

TKS  (U.S.A.)  Inc . 3609 

TMSI  of  Georgia /NPS . 2119 

Tobias  Associates  Inc . 3453 

TouchStar  Software  Corporation . 2765 

TownNews.com . 3219 

Tribune  Media  Services . 3155 

Unisys  Corporation . 2248 

US  ink  . 3364 

Vision  Data . 2338 

Wanted  Technologies  . ! . 1614 

Web  Press  Corporation  . 4400 

Web  Printing  Controls  Co.  Inc . 3642 

Western  Lithotech/Lastra  America . 2459 

WetFeet,  Inc . 1532 

Who's  Calling . 1735 

WIFAG . 3939 

Willowbend  Corporation  . 2561 

WoodWing  Software . 1847 

X-Rite,  Inc . 2448 


www.webpres5corp.com 


Add  vibrant,  full-color  web  offset  printing  to 
your  capabilities.  The  innovative  Quad-Stack 
delivers  the  highest  quality  on  the  smallest 
footprint  in  the  industry. 


Learn  more  about  our  full  range  of  press  line 
equipment  at  NEXPO  Booth  #4400. 


22023  68th  Ave.  S. 
Kent,  WA,  98032  USA 
Tel:  253.395.3343 
Fax:  253.395.4492 
Toll-Free:  800.424.1411 


Web  Press 

CORPORATiaN 
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‘Improving  productivity  and  the  print  quality 

^  of  our  newspaper  is  very  important  to  us.’ 

“It  is  vital  that  we  give  our  readers  and  advertisers  the  best  quality  product  possible.  That’s  why  we  spent  years 
assessing  presses  in  the  U.S.  and  Europe  before  selecting  REGIOMAN.  We  believe  MAN  Roland  is  a  leader  in 
technology  with  four-by-one  straight  printing  and  their  own  PECOM  press  software.  Their  PPM  (Production  Planning 
&  Management)  station  and  ppi  Media’s  PlanPag  work  together  to  organize  and  execute  every  aspect  of  each 
production  run  on  the  press.  Our  electronic  workflow  to  the  press  is  much  enhanced  by  PECOM,  which  automates  our 
ink  presets  and  register  controls.’’ 


BOB  FINCH,  Vice  President,  Process 
DAILY  HERALD,  Arlington  Heights,  Illinois 


■ 

u  u 

•  company  of  the 

MAN  Roland  Group 

WE  ARE  PRINT."*  IROLANdI 

630.920.2000  ■  www.manroland.com 

©copyright  2004  MAN  Roland  Inc. 
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SYNDICATES 


COMIC  Cnii  MIXED 

Readers  and  cartoonists  evaluate  the  strip  after  six  months 

BY  DAVE  ASTOR 

WHEN  E^P  LAST  FALL  ASKED  PEOPLE  ABOUT 

“Opus,”  some  weren’t  thrilled  with  Berkeley 
Breathed’s  then-new  strip. 

After  seeing  that  Dec.  15  article,  Breathed 
said  it  would  be  better  for  people  to  judge  his 
Sunday  comic  after  at  least  a  half  year  of  syndication.  So  E^P  last 
month  talked  to  about  a  dozen  people,  and  also  asked  Breathed 
for  copies  of  recent  reader  e-mails.  The  results?  Very  diverse 
views  about  “Opus,”  which  the  Washington  Post  Writers  Group 


(WPWG)  launched  Nov.  23  in  170  papers. 

Breathed,  creator  of  the  Pulitzer  Prize- 
vwnning  “Bloom  County,”  said  most  of  his 
“Opus”  e-mail  has  been  “gracious.”  A 
California  reader  wrote:  “I’m  so  glad  that 
you  returned.  You  have  been  missed.” 

An  Indiana  resident  said  “Opus”  is  “the 
best  strip  on  the  pages  —  the  one  I  read 
first  and  definitely  the  funniest.”  And  an 
Oregon  e-mailer  wrote:  “I  normally  don’t 
buy  the  newspaper,  but  instead  get  my 
comics  from  a  paid  online  comic  subscrip¬ 
tion.  I  will  make  an  exception  for  ‘Opus’....” 

Some  syndicated  cartoonists  are  also  fans 
of  Breathed’s  half-page  comic.  The  writing 
and  art  are  fantastic,”  said  Todd  Clark,  who 
does  “Lola”  for  Tribune  Media  Services. 

“I  think  ‘Opus’  is  a  great  strip,”  agreed 
“Out  of  the  Gene  Pool”  creator  Matt  Janz 

of  WPWG.  “Does  it  make  me  forget  ‘Bloom 

County’  or  ‘Outland’?  No ...  and  that’s  not 
necessarily  a  bad  thing.  What  Berkeley 
Breathed  has  created  with  ‘Opus’  is  an 
entirely  new  entity.” 

The  comic,  added  Janz,  deserves  its  half 
page  a  week.  “You  can  tell  Breathed  is  also 
a  children’s  book  author,”  he  said.  “The 
larger  space  enables  him  to  be  more  of 
a  storyteller.  I  love  his  use  of  dramatic 
pauses  to  enhance  the  gag.” 

Several  other  cartoonists  have  mixed  or 


somewhat  negative  feelings  about  “Opus.” 

“Funky  Winkerbean”/“Crankshaft”  car¬ 
toonist  Tom  Batiuk  said  Breathed’s  consid¬ 
erable  storytelling  skills  were  more  suited  to 

the  daily  “Bloom  County”  than  a  Sunday- 

only  strip.  “Doing  ‘Opus’  only  once  a  week 
doesn’t  allow  him  to  build  a  narrative  from 
day  to  day,”  said  the  King  Features  Syndi¬ 
cate  creator.  “But  you  still  see  some  flashes 
of  what  you  liked  about  ‘Bloom  County.”’ 

Breathed  told  E^P  he’s  “deeply  gratified 
that  many  of  the  letters  I  get  seem  to  under¬ 
stand  that  an  occasional  Opus  is  better 
than  an  ex-Opus. ...  Daily  stripping  over 
decades  leaves  cartoonists  looking  like 
Keith  Richards  at  5  a.m.,  especially  if  there 


are  small  children  to  raise.” 

Hilary'  Price,  who  does  “Rhymes  With 
Orange”  for  King,  said  the  “Opus”  strip 
“hasn’t  grabbed  me”  because  its  penguin 
star  “hasn’t  settled  his  cute  fat  butt  any¬ 
where.  One  thing  that  made  him  so  delight¬ 
ful  in  ‘Bloom  County’  was  that  he  served 
as  a  foil  to  a  small-town  community.” 

“Non  Sequitur”  creator  Wiley  Miller  of 
Universal  Press  Syndicate  said  “Opus”  art 
hasn’t  lived  up  to  pre-Nov.  23  claims  that 
it  would  be  unlike  almost  anything  else  on 
comics  pages.  To  say  Berke  has  fallen  short 
of  the  promised  hype  would  be  an  under¬ 
statement  of  monumental  proportions,” 
he  commented. 

Cartoonist/comics  historian  R.C.  Harvey 
agreed.  “I  don’t  think  Breathed  ever  deliv¬ 
ered  the  stunning  artwork  he  promised,” 
Harvey  said,  adding  that  “Non  Sequitur,” 
“Mutts,”  “Zits,”  and  ‘The  Norm”  are  among 
strips  that  “do  more  with  Sunday  layout 
than  Breathed  is  doing.” 

What  do  newspapers  think?  One  meas¬ 
ure  is  a  rise  in  the  “Opus”  client  li.st  to  about 
185,  according  to  Karisue  Wyson,  WPWG’s 
sales  manager/North  America. 

Chicago  Tribune  Associate  Managing 
Editor/Features  Geoffrey  Brown  said  — 
as  he  did  last  December  —  that 
about  one  of  four  “Opus”  strips  are 
“laugh-out  loud  funny”  and  the 
other  three  are  “standard”  comics 

fare. 

Salt  Lake  City  Deseret  Morning 
News  Feature  Editor  Chris  Hicks, 
whose  paper  runs  the  comic  on 
the  back  page  of  its  Sunday  travel 
section,  said  reader  reaction  to 
“Opus”  has  been  mostly  positive. 
Hicks’  own  opinion  about 
Breathed’s  work?  “It  was  unique 
when  it  was  ‘Bloom  County’ 

and  it’s  still  unique,”  he  replied. 
“But  it’s  very  hit  or  miss....  [And]  it  could 
run  smaller  and  still  have  the  same  effect.” 

Mike  Peterson,  the  educational  services 
director  who  handles  comics  at  The  Post- 

Star  in  Glens  Falls,  N.Y.,  said  “Opus”  is  “not 

a  bad  strip,  but  there  are  other  people  doing 
equally  good  work  and  some  doing  better 
work....  I  think  its  main  appeal  is  for  people 
who  wish  ‘Bloom  County  ’  had  never  ended.” 

Breathed  suggested  last  fall  that  newspa¬ 
pers  make  room  for  “Opus”  and  other 
newer  comics  by  dropping  past-their-prime 
strips  —  including  those  no  longer  done  by 
their  original  creators.  Did  that  suggestion 
have  any  effect?  “Zero  impact,”  replied 
Brown,  and  most  interviewees  agreed.  (1 
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FEATURES  AVAILABLE 


NEED  HELP  PUTTING  together  a  book 
proposal  and  pitching  It  to  publishers? 
Well-connected  editor  with  many  years 
experience  working  with  journalists  on 
the  development  of  award-winning  book 
projects  looking  for  new  clients.  Have 
worked  with  authors  on  a  variety  of  cur¬ 
rent  affairs  topics  and  social  issues.  Rea¬ 
sonable  rates.  Contact  Jill  Rothenberg  at 
elizabethjill@yahoo.com. 
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QeO! 


INTERNATIONAL 


Due  to  increased  business, 
Goss  is  able  to  offer  price 
reductions  on  over  30,000  parts 

1-800-323-1200 

www.gossintemational  .com 
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NEWSPAPER  APPRAISERS 


KAMEN  &  CO  GROUP  SERVICES 
Appraisals  •  Business  Plans  •  Brokering 
Restructuring  •  Feasibility  Studies 
Expert  Valuation  Witness 
(516)  379-2797 
info@kamengroup.com 
www.kamengroup.com 


APPRAISALS/BROKERAGE 

Call  Dick  Briggs  (864)  457-3846 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and 
Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1 169 


SYNDICATION  SERVICES 


A  WORD  SEARCH  game  with  a  new 
twist!  Find  the  hidden  words  from  a  fa¬ 
mous  quote.  When  all  clues  have  been 
circled,  the  remaining  letters  form  a  se¬ 
cret  message.  www.TriviaOueen.com  for 
samples  or  phone  866-TriviaQ. 


Grab  the  attention  of  the  country’s 
fastest  growing  demographic  with  Tales 
from  the  Trail,  a  syndicated  RV  column 
with  photos.  Humor  destinations, 
profiles,  and  technical  tips.  Perfect  for 
lifestyle,  outdoor,  or  travel  sections. 
rdcomm@gci.net  or  (866)  817-2633. 
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BUSINESS  OPPORTUNITIES 


PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on 
or  for  ad  sales  reps  who  want  to  move 
up.  Visit: 

www.PublichingOpportunity.com 

for  more  information  or  call  Allen  at: 
(800)  941-9907.  ext.  11 


.editorandpublisher.com 


EXECUTIVE  SERVICE 


EXECUTIVE  SERVICE 


Executive  Search  Consultants 


“Our  Associates  are  former  newspaper  execs  with  over40  years 
experience.  Call  me  for  a  confidential  discussion  of  your  needs.' 

Ron  Haas  &  Associates 

71 3-977-8955  Fax  71 3-977-9656 
e-mail;  rhaas@rhaas.com 


NEWSPAPER  BROKERS 


WE  KNOW 


NEWSPAPER  BROKERS 


WSPAPERS 


jP  Media  Partners  assists  owners  in  the 
sale  of  their  newspapers  and  offers 
appraisal  and  consulting  services.  The 
firm’s  principal,  Jeffrey  Potts,  has  a 
combined  17  years  of  experience 
working  for  newspapers,  evaluating 
their  markets  and  operations, and 

managing  their  sale. 

Call  him  today  }or  a  confidential  discussion. 

fP-r 

/  MEOIA  PAPsENERs 

2377  Gold  Meadow  Way,  Suite  100 
Gold  River,  CA  95670 
.  Phone:  916-526-2693 
www.jpmediapartners.com 


Classified  Advertising  Call  Hazel  Preuss  at  888>825*9149 


RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  K.  w  * 
Newspapers* 

Check  our  references 
(214)  265-9300 
Rickent>acher  Vledia 


C.  BERKY  &  ASSOCIATES,  INC. 

Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
20283  State  Road  7,  Suite  3(X) 
Boca  Raton,  FL  33498 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 

(360)942-3560 

www.gaugermedja.com 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834, 

Fax  (661)  833-3845 
www.media-broker.com 
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NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


Newspaper 
Brokers 
Since  1923 

Please  call  to  discuss  your  options  in  a  sale. 

BROKERAGE  *  APPRAISAL  *  CONSULTING 

Gary  Greene  John  Cribb  Tom  Karavakis 

434-971-8344  406-586-6621  239-403-4133 

ggreene@cribb.com  jcribb@cribb.com  tkaravakis@cribb.com 

CRIBB 

&  Associates,  LLC 

Offices  in  Florida,  Virginia  and  Montana 

104  East  Main,  Suite  402,  Bozeman,  MT  59715 
406-586-6621  *  Fax:  406-586-6774  *  cribb.com 


Looking  To  Buy  Or  Sell? 
Free  Initial  Appraisals 


America’s 
No.  1  Broker 


Visit  us  on  the  web  at 
www.mediamergers.coni 
for  details  and 
an  up-to-date 
list  of  available  properties 
or  contact  one  of  our 
regional  offices 


Est  1959 
Thousands  Sold/Appraised 
Larry  Grimes.  President 
Lgriin^990comcsst.net 


South/Southeast 
Wren  Barnett 
(828)  749-6397 

Midwest/ 
National  Accts. 
David  Emmons 
(802)  254-8973 


Northeast/Midwest 
John  Szefc 
(845)291-7367 

Southwest 
Steve  Klinger 
(505)  524-0122 

Radio/TV/Cable 
Bob  Mahiman 


West/Mtn.States 
Steve  Heide 
(435)  260-8888 

Plains  States 
Mike  Kreiter 
(913)  897-4790 

Mid-Atlantic 
Kent  Boeder 


(914)  793-1577  (973)  729-2950 


(Corporate  Offices: 

24212  Muscari  Court 
Gaithersburg,  MD  20882 
(301)253-5016 


VyLB.  Grimes 

^Company 


MICHAEL  D.  LINDSEY 
Newspaper  Sales/Appraisals 
Experienced  &  Confidential 
(307)  772-0003 
www.publicationsforsale.com 


MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


Advertisers  call  Michele  Golden  at  (6461654-5304 


NEWSPAPER  BROKERS 


WHETHER  YOU'RE  CONSIDERING  an 

acquisition  or  sale,  contact  our  offices 
this  week  for  a  confidential  conversation. 

NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 
P.O.  Box  2001 
250  Stoneridge  Est. 
Branson,  MO  65615 
(417)  336-3457 
Brokeredl@aol.com 


NEWSPAPERS  FOR  SALE 


FAST  GROWING  AREA,  small  paper, 
bargain  price.  Near  metro  area.  Others, 
too.  Bill  Berger,  ATN,  1801  Exposition, 
Austin,  TX  78703.  (512)  476-3950. 


NEW  LIST  - 14  Weeklies  in  10  states. 
John  E.  van  der  Linden,  Broker,  P.O. 
Box  275,  Spirit  Lake,  lA  51360.  Call 
(712)  336-2805  or  Fax  (712)  336D611 


SUBURBAN  ANCHORAGE  SEMI- 

monthly  community  newspaper  located 
in  premier  Alaska  ski  resort  $135,000 
newspaper  only,  $435,000  with  real  es¬ 
tate.  Call  (907)  783-1135. 

NEWSPAPERS  WANTED 

WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspa¬ 
per  groups  to  our  family  of 
award-winning  publications.  All  informa¬ 
tion  will  be  held  in  the  strictest  of  confi¬ 
dence.  For  a  quick  sale,  send  Information 
about  your  company  to: 

Box  3627,  Editor  &  Publisher 
770  Broadway  7th  FL.,NY,  NY  10003 


PUBLISHING  OPPORTUNITIES 


HIGHLY  SUCCESSFUL  Home  Magazine 
syndicating  nationwide.  Publishing  op¬ 
portunities  available  In  many  key 
markets.  We  provide  articles,  art  and 
layout,  you  sell  ads,  produce  and  distrib¬ 
ute.  Call  Bob  (800)  459-9558. 


VIDEO  GAMES 


AMERICA'S  PREMIER  video  gamer, 
Doug  Elfman's  Game  Dork  comes 
with  general-interest  columns,  great 
art.  Top  10  lists,  capsule  reviews.  For 
a  free  month,  contact 

Doug@iTheGameDork.com 
(702)  336-2625 


-EQUIPMENT  &  SUPPLIES- 


EQUIPMENT  FOR  SALE 


GO  CTP  AT  A  RESONABLE  PRICE 
Two  Agfa  3850  Wide  CTP  imagesetters. 
Variable  resolution  1000-2540. 

Yag  Laser.  3  years  old. 

Plate  size  24x35”  (50  plates  per  hour) 
Includes  2  Agfa  Glunz  &  Jensen  VSP85 
plate  processors  and  transport. 

In  current  operation. 

$75,000  each  including  processor. 

Ed  Tervol 

San  Francisco  Offset 

(650)  363-0899 


PRESS  EQUIPMENT 
FOR  SALE 

Signode  ML  Strapper,  Baldwin 
Count-O-Veyor  Stacker,  Roller  Conveyor, 
NP  848  Inserter  and  Plate  Processor 
PTE  66$.  Best  offer  to  purchase  above 
equipment  plus  other  miscellaneous 
press,  pre-press  and  photo  equipment. 
Inclusive  list  upon  request.  Contact  Leigh 
Schilling  lschilling@timespapers.com 
(703)  478-6666. 


NEWSRACKS 


New-Used  Web  Presses 

4-HI  Towers  -  3-Colors  Satellites  &  more 

AL  TABER  &  ASSOCIATES 
vvww.altagraphics.com 
E-mail:  altaegcSaol.com 

770-552-1528 


PRESSES 

Goss  3:2  Folders  23  9/10”,  22  3/4”, 
22”,  21  1/2”,  21" 

New  or  Rebuild  Goss  R.T.P.  42”  -k  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 
www.neiinc.com 
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CURRENTLY  AVAILABLE  FROM  INLAND 

•  5-unit  HARRIS  1660  with  double  2: 1  folder,  five  MEG’s  -  excellent  condition. 

•  GOSS  METRO  OFFSET  units.  22  ae"  cut-off. 

•  Like-new  GOSS  UNIVERSAL  70  heatset  press  (620mm  cut-off). 

•  Add-on  1000  series  GOSS  URBANITE  units. 

•  8-unit  GOSS  COMMUNITY  -  with  60HP  drive. 

•  6-unit  GOSS  COMMUNITY  press.  SC  folder  with  upper  former.  50HP  drive. 

•  GOSS  SSC,  SC  &  COMMUNITY  units  (floor,  stacked,  and  2.  3  &  4-high). 

•  5-unit  HARRIS  V15C  with  JR  &  30  HP  drive.  1981  vintage. 

•HARRIS  VISA  &  Vise,  NEWS  KING,  and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 

P.O.  Box  LS999,  Lenexa,  Kansas  USA  66285 
(913)  492-9050  •  Fax  (913)  492-6217 


Coin  Op  -  Free  Distribution  -  Wood  -  Piastic  -  Wire 

newsracks  -  custom  displays  -  refurbishing  •  installation  •  sales 
replacement  parts  •  engineering  -  supplies  •  tools  of  the  trade 


www.inlandnews.com 


3257  East  26th  St. 

Los  Angeles,  Ca  90023-4207 
www.mcmillinmfg.com 


Toll  Free:  800-411-8920 
Tel:  323-981-8585 
Fax:  323-981-8588 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


DON’T  SELL  YOUR  WEB  PRESS 


Until  you  contact  Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commerical  Web  and 
Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  VI 5A  V22  V25  VI  5d  845:  WNG  Process  Color  or  Daily: 
GOSS  Community  Suburban  Urbanite  Metro,  SOLNA  D  30  C96:  HANTSCHO IV  VI: 
HARRIS  Ml  10  M200  M300  M  1000  A&B 

FOR  SALE:  5/u  1985  Harris  V15A;  9/u  1989  V15D;  Urbanite  folder  w/upper  former;  2 
Butler  Datamat  &  4  Martin  EC1338  splicers;  6/u  1980  Goss  Community;  6/u  Harris  845. 

8/u  1984  Harris  V25;  5  unit  Harris  MlOOOAl  1983. 

NEWMAN  INTERNATIONAL,  LLC 

Tele;  (913)  648-2000  Fax;  (913)  684-7750  e-mail:  j.newman@att.net 


Circulation 
Services,  Inc. 

*  Customer  Service  Support  and  Direct  Marketing 

100%  FTC  telemarketing  rule  compliant  and  the  leader  in  prepaid  and 
auto-pay  subscription  sales  since  1 990.  We  do  it  all  -  direct  mail,  interac¬ 
tive  digital  messaging,  customer  service  overflow  and  much,  much 
more. 

Contact  Andy  Orr  at  (970)  493- 
0470  ext.  109  to  find  out  how  our 
team  of  over  400  professionals  can 
work  for  you. 

www.circulationservices.com 


EXPAND  YOUR  CAPACITY 
&  REPRO  QUALITY! 

With  KBA  COMMANDER  60  Offset 
Newspaper  Presses 

•54”  wide  ('Web  can  be  reduced) 

•50”  roll  diameter 

•22"  cut  off,  cylinder  circumference 
44" 

•60K  eph  straight/30K  eph  collect 
•3-KF80  Jaw  Folders 
•9-KBA  Pastomat  2-Arm  Reels 
•6 -4/2  Units  3 -2/1  Units 
•EAE  controls 

Daily  Herald 

P.O.  Box  280 

Arlington  Heights,  IL  60006-0280 
Contact:  Jerry  Schur 
(847)  427-5545 
jschur@dailyherald.com 

www.editorandpublisher.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


LEHERSHOP  &  MAIL 
LIST  SERVICES 
TELEMARKETING 
TOTAL  SOLUTION  ^ 

888-357-6244  email:  increase@circulation  net 
www.circulatron  net 


YOUTH  CREWS 
CIRCULATION  SALES 
NEW  YORK 
TELEPHONE/FAX 
(631)  588-2735 


Support  Advertising  GROWTH  &  Create  Distribution  PROFIT! 


BIG  STUFF*  NEWS 

Great  News  In  Distribution  Automation! 

Read  it  to  get  the  mriiole  story! 


www.bigstuff-stepper.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  602-1919 
FAX;  (732)  602-9090 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of 
Commerce 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PREPAID  Experts'* 

100%  COMPLIANT 
Horace  Southward/E ric  Southward 
(800)  950-8475^\OTvw.metronews.com 
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Phone:  1-888-825-9149 
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-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES  CIRCULATION  SERVICES  MAILROOM  SERVICES 


MAILROOM  SERVICED 


Circulation  Technicians,  Inc. 

Visit  our  Website:  www.cirtech.us 


State  of  the  art  technology. 

Client  Services/database  builds/upgrades  &  retention  programs 
Every  telemarketing  call  recorded 

Robert  LandisAou's  DeNicola 

(480)  926-5379 


CIRCULATION  SERVICES 


PRO  STARTS 

PROFESSIONALTELEMARKETING 

SERVICES 

FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


CIRCULATION  III 
Telemarketing  Sales 


John  Dinan  (800)  650-7183 
Circulationlll.com 


INCREASE  YOUR  BOHOM  LINE! 

Experience  in  turning  non  paid  into  paid 
starts.  Conversion,  Stops,  Retention. 
First  25  orders  free.  Call  Joel 
(619)  742-2999 


COMPUTER  SOFTWARE 


ORDER  ENTRY  SOFTWARE  for  Displays, 
Classifieds,  Scheduling  &  Billing 
Fake  Brains  Software 
(303)  791-3301 
www.fakebrains.com 


CONSULTANTS 


26  years  experience  in  magazines  and 
newspapers  as  award-winning  publisher, 
ad  director,  editor,  writer,  photographer, 
and  human  resources  director.  Can  be 
anywhere  in  U.S.  within  24  hours. 
rdcomm@gci.net  or  (866)  817-2633. 


CONSULTANTS 


ADVERTISING  CONSULTING 

Results  oriented  consultants  passionate 
for  the  newspaper  business.  Specializing 
in  all  phases  of  retail  and  classified  ad¬ 
vertising.  40  years  of  combined,  compet¬ 
itive  market  experience.  For  more  infor¬ 
mation  email:  joefice@msn.com 


MAILROOM  SERVICES 


Increase  Revenue! 

j 

j 

Apply  Front  Page 
Advertising  Nates  j 

On-Line  or  j  I  1/ 

Off-Line  ' 

Applications. 


Profitpackaging,  Inc. 
(660)  438-7090 
profitpackaging@earthlink.net 


MARKETING  RESEARCH 


SNG  RESEARCH  CORPORATION 

A  full  service  market  research  firm  with 
extensive  newspaper  experience.  Contact 
us  today  and  have  your  newspaper’s 

RBS  score,  market  share  information, 
etc.  within  weeks. 

www.sneresearch.com 


Contact:  Holly  Hess 
Toll-free:  (888)  252-1026 
hhess@sngresearch.com 


NEWS  makes  the  difference. 


>lntenigent  Inserting  Technology> 


NEWSTEC,  since  1998,  has  provided  newspapers  and 
weekly  publications  quality  remanufactured  integrated 
inserting  technology  and  NEWSCOM  Post  Press  Controls, 
including  NEWStack,  NEWSwrap,  and  NEWSIabel,  at 
significant  cost  savings.  Contact  NEWSTEC  today  and 
see  how  an  integrated  NEWSTEC  solution  meets  and 
exceeds  your  inserting,  control,  planning  and  reporting 
requirements  at  an  affordable  and  reasonable  price. 


m  >lnteltigent  Inserting  Technology> 

508.850.7945  www.newstec.com  tcnewstec@aoi.com 


PRESSROOM  SERVICES 


PRESSROOM  SERVICES 


WHAT  IF...W 

•  Your  floors  were  clean  and  safe 

•  Your  walls  were  bright  and  cheerful 

•  Your  presses  ran  more  efficiently 

•  You  had  less  paper  waste 

Our  professionally  trained  employees  can  help  you  attain 
these  goals.  Call  today  for  a  free  quote  on: 

Full  Time  Service  Contracts 
One  Time  Cleaning  and  Redecorating  Projects 

PRESSROOM  CLEANERS,  INC. 

1  (800)  657-2110 
45  years  in  the  Newspaper  Industry 


RECRUITMENT  SPECIALIST  RECRUITMENT  SPECIALIST 


meoiatT 

MANAGEMENT  ±X 
Recruitment  'Specialists 
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Give  Yourself  the  Media  Management  II  Advantage 

Contact  Terry  Knust 
847.963.9300  or  mm2(®voyager.net 


-THE  NEWSPAPER  INDISTRY’S  MEETING  PLACE 


www.editorandpublisher.com 


AdsOnline 

AdFax 

AdFast 


Phone:  1-888-825-9149  -  0| 
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-INDUSTRY  SERVICES- 


PUBLISHING  SYSTEMS 


PUBLISHING  SYSTEMS 


PUBUSHING  SYSTEMS 


PUBUSHING  SYSTEMS 


One  Company...  Many  Publishing  Solutions 

Advanced  Technical  Solutions,  Inc. 


Benefit 

Fronu 

ATS  Exptrtme 


^Target 


People  &  Technology 
Working  Together 


Content  tianagament 
For  Print  A  Electionic 
Publishing 


visit  Us  At 
Booth  #  2230 


www.atsusa.com 


I  Advisor  Advertising  Remote  Advertsmg  MediaDesk  Editorial  Technical  Outsourcing  Circ2000'^'”  Circulation 

20  Mam  Street  Acton  MA  01720  3  Ph.  978-849-0533  -  Fax,  978-849-0544  For  more  information  visit  us  at  www  atsusa  com  info@atsusa  com 


-HELP  WANTED- 


ACADEMIC 

ADMINISTRATIVE 

ADMINISTRATIVE 

ADMINISTRATIVE 

CSU,  HAYWARD 

ADVISOR  to  the  student  newspaper  and 
lecturer  to  teach  the  print  media  work¬ 
shop,  news  reporting,  writing,  editing, 
other  journalism  courses.  Requirements: 
M.A.  degree,  teaching  and  professional 
experience.  Review  of  applications  will 
begin  on  June  7.  2004.  Submit:  letter  of 
application;  complete  and  current  vita; 
university  transcript;  samples  of  news 
writing;  and  three  letters  of  recommen¬ 
dation  to:  Dr.  Anne  Pym,  Chair,  De¬ 
partment  of  Communication,  CSU, 
Hayward,  25800  Carlos  Bee  Blvd., 
Hayward,  CA  94542.  Ph;  (510) 
885-3292,  FAX;  (510)  885-4099. 
www.csuhayward.edu.  EOE 


ADMINISTRATIVE 


SEEKING  A  TOP-NOTCH 
PUBLISHER 

One  of  Americas'  top  media  companies 
IS  looking  for  a  proven  leader  to  serve  as 
publisher  of  a  paid  circulation  7  day  daily 
newspaper  located  in  a  wonderful  market 
near  Los  Angeles.  Ideal  candidate  will 
have  a  strong  management  background 
in  newspapers  and  must  be  willing  to  be¬ 
come  a  part  of  this  growing  community. 
Send  cover  letter  and  resume  to  Ron 
Fryar,  Regional  Vice  President,  Mor¬ 
ris  Newspaper  Corporation,  P.O.  Box 
801870,  Santa  Clarita,  CA 
91380-1870.  FAX;  (661)  259-8742 
OR;  fryar@morrismultimedia.com 


ADMINISTRATIVE 


COMMUNITY  ORIENTED 
PUBLISHER 

Family-owned  group  looking  for  individual  to  lead  our  twice  weekly  paper  and  TMC 
products  in  Michigan.  Individuals  must  have  diverse  experience  in  all  areas  of  newspaper 
publishing,  including  web  and  sheetfed  operations.  Candidates  need  to  have 
strong  background  in  sales,  and  be  able  to  show  that  they  have  been  involved  in  the 
communities  where  they  have  worked.  Only  candidates  with  at  least  5  years  experience  in 
management  (Publisher/Advertising/Editor)  will  be  considered.  Send  resume 
with  salary  history,  clips  and  at  least  8  business  references  to; 

Edwards  Group 

125  Eagles  Nest  Drive,  Seneca  SC  29678 


The  Greenspun  Media  Group  is  one  of  the  largest  periodical  publishers  in  Southern 
Nevada.  Our  titles  include;  Vegas  Magazine,  Showbiz  Weekly,  In  Business,  Las  Vegas 
Weekly,  VegasGolfer,  and  Las  Vegas  Life.  We  are  looking  to  fill  the  following  positions: 
GENERAL  MANAGER:  This  position  is  responsible  for  all  aspects  of  a  newspaper,  including 
P&L,  advertising,  circulation,  editorial,  design,  marketing,  public  relations  and 
promotion.  Skills  in  strategic  planning  and  implementation  are  essential.  We  seek  someone 
with  a  proven  sales  management  and  operations  background.  Direct  experience  in 
launch  and  development  of  new  products  is  preferred. 

SALES  MANAGER;  This  position  is  responsible  for  meeting  publication’s  revenue  objec¬ 
tives  and  goals:  enhance  client  relations;  and  ensure  continuous  growth  by  managing, 
training  and  motivating  sales  staff.  Greenspun  Media  Group  offers  excellent  benefits: 
medical,  dental,  vision,  life  insurance,  401(k),  tuition  reimbursement,  and  more. 
Interested  candidates  should  submit  resume,  cover  letter,  and  salary  requirements  in 
confidence  to:  Greenspun  Media  Group,  Attn;  Human  Resources 
2290  Corporate  Circle  Dr,  #250,  Henderson,  NV  89074.  FAX;  (702)  990-2593 
E-mail;  Jessica.eaton@gmgvegas.com 


EpiTORfS'PUBLISHER:  The  comnnmkation  link 
oj  the  newspaper  industry  ei  twy  week  since  188w 

www.editorandpublisher.com 


PUBLISHER 


We  seek  an  experienced,  creative, 
hands-on  publisher  to  lead  the  Ogden 
(Utah)  Standard-Examiner  beginning 
January  1,  2005.  Our  current  publisher 
moves  to  corporate  at  the  end  of  2004. 
We  are  a  family-owned  group  that 
gives  its  publishers  plenty  of  running 
room,  Ogden  (60,000  daily  and  63,0(X) 
Sunday)  is  35  miles  north  of  Salt  Lake 
City  in  a  very  competitive  media  envi¬ 
ronment.  Our  new  plant  was  completed  in 
2001.  Applicants  should  have  a 
proven  track  record  as  a  publisher;  ex¬ 
cellent  communication  skills;  a  history 
of  community  leadership  and  involve¬ 
ment.  Internet  savvy,  computer 
literacy,  commercial  printing  experience 
are  pluses.  Write  (please  don’t 
call)  with  resume/references  to: 

David  Rau,  Chairman 

Sanduslw  Newspapers 

17  F^ope  Avenue 
Executive  Park,  Suite  3A 
Hilton  Head  Island,  SC  29928 
E-mail:  davidarau@aol.com 

An  Equal  Opportunity  Employer 


GENERAL  MANAGER 

News-oriented  weekly  broadsheet  in 
Western  Massachusetts  (the  Berkshires) 
is  seeking  community-minded, 
hands-on  General  Manager  with  solid 
background  in  sales  as  well  as  news. 
The  Berkshires,  2  1/2/  hours  from  New 
York,  Boston,  offers  cultural  events,  ski 
areas.  Salary,  bonus,  health  insurance 
plus.  Resume  to: 

hrs@cggazette.com 
The  Berkshire  Record 
21  Elm  Street 

Great  Barrington,  MA  01230 
(413)  528-5380  ext.  31 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  o  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

•  Michael  Jordan 
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-HELP  WANTED- 


ADVERTISING 


ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 

The  North  County  Times  in  San  Diego  County  is  seeking  a  high-energy  and  enthusiastic 
classified  advertising  manager  with  a  positive  attitude  and  entrepreneurial  spirit.  Successful 
candidate  must  demonstrate  the  ability  to  effectively  manage,  lead,  and  generate 
revenue  growth  for  both  Inside  and  Outside  Classified  Sales  Departments  The  position 
will  be  responsible  for  managing  3  sales  managers,  17  outside  sales  representatives  and 
19  inside  sales  representatives  in  7  offices. 

PRIMARY  RESPONSIBILITES;  Responsible  for  print  and  on-line  classified  advertising 
revenue.  Daily  team  selling  with  outside  reps,  and  creating  strong  partnerships  with  our 
customers.  Collaborate  with  the  Advertising  Director  to  establish  sales  strategies  and  de¬ 
velop  market  programs  and  products  to  exceed  revenue  goals.  Recruit,  manage  and  de¬ 
velop  a  first  class,  diverse  and  talented  classified  department. 

REQUIREMENTS:  In-depth  knowledge  of  newspaper  and  on-line  advertising,  previous 
sales  management  experience  with  2-5  years  specifically  in  Classified.  Knowledge  of 
marketing  and  competitive  media.  Strong  interpersonal  skills  and  ability  to  coach  and  mo¬ 
tivate  employees.  Must  be  a  decisive  problem-solver  and  exceptional  communicator. 
Serves  on  one  or  more  community  boards/activities.  Requires  some  extended  work 
schedules  at  specific  times  throughout  the  year.  Computer  skills  include  proficiency  in  Mi¬ 
crosoft  Word,  Excel  &  Power  Point.  College  degree  is  required  or  equivalent  experience. 

Qualified  applicants  send  resume  with  cover  letter  to: 

North  County  Times,  Human  Resources 
207  E.  Pennsylvania  Avenue,  Escondido,  CA  92025 
E-mail:  pchapman@nctimes.com. 

FAX:  (760)  739-6625 


ADVERTISING 


ADVERTISING 


ADVERTISING  DIRECTOR 

The  Daily  Press,  a  thriving  daily  newspaper  in  a  fast  paced,  growth  market  of  the  Southern 
California-High  Desert,  is  currently  seeking  an  innovative  Advertising  Director.  We 
publish  numerous  weekly  newspapers  and  prosperous  special  sections,  including  a  local 
glossy  magazine. 

If  you  want  an  exciting  challengeO  if  you  want  to  grow  and  learnOif  you  want  more  op¬ 
portunity,  we'd  like  to  talk  with  you.  The  Advertising  Director  will  be  responsible  for  man¬ 
aging  8-10  sales  associates-selling  multiple  products-along  with  a  support  staff  of  adver¬ 
tising  assistants,  graphic  artists,  advertorial  writers,  classified  inside  sales  and  sales 
managers. 

The  Advertising  Director  is  also  responsible  for  budgeting  and  all  financial  reporting  to 
the  CFO,  as  well  as  managing  territory  growth  utilizing  a  modern  data  base  system.  The 
ability  to  have  an  aggressive  public  relations  posture  and  high  customer  service  priority 
while  remaining  focused  on  the  budget  is  mandatory. 

The  preferred  candidate  will  possess  leadership  qualities  and  have  extensive  knowledge 
of  advertising.  We  are  looking  for  a  proven,  innovative  and  creative  thinker  who  has 
strong  communication  skills  and  be  able  to  work  effectively  within  a  strong  organizational 
structure. 

We  prefer  a  candidate  with  a  Bachelor's  Degree  in  Marketing,  Advertising  and/or 
Business  Administration,  but  a  strong  track  record  in  management  will  be  considered. 
Candidates  should  have  a  working  knowledge  of  industry  HR  functions,  and  have  strong 
ethical  standards  and  integrity  when  approaching  their  job  each  day. 

Please  submit  resume  directly  to: 

Sue  Lindley,  Human  Resources  Manager 
The  Daily  Press 

P.O.  Box  1389,  Victorville,  CA  92393. 

Or  E-mail  to:  sue_lindley@link.freedom.com. 


Career  Opportunities 


RECRUITMENT  SALES  MANAGER 

Are  you  interested  in  advancing  your  advertising  career  with  Tribune's  high-powered 
multi-media  operation  in  Florida? 

As  Recruitment  Sales  Manager  for  Sun-Sentinel  Company,  you'll  help  lead  and  manage  the 
recruitment  advertising  efforts  for  Tribune  Company's  South  FlcMida  media  jMopeities  includ¬ 
ing  the  award-winning  South  Flixida  Sun-Sentinel  daily  newspaper.  Sun-Sentinel.com.  a 
leading  local  web  site  in  South  Florida  and  our  partnership  with  Tribune's  WBZL-TV.  This 
unique,  hybrid  organization  serves  the  6th  largest  MSA  (Miami.  Fort  Lauderdale  &  West 
Palm  Beach)  in  the  country.. 

We're  seeking  an  experienced  recruitment-advertising  manager  with  a  sales/media 
background  for  our  Classified  Department  located  in  Deerfield  Beach.  Florida.  This 
individual  will  implement  strategies  and  recommendations  to  increase  both  revenue 
and  market  share  in  recruitment  advertising.  Will  recommend  sales  incentives,  rate 
structures  and  will  work  closely  with  Inside  Sales  Manager  to  develop  and  implement 
sales  strategies. 

The  successful  candidate  will  have  a  degree  in  business,  advertising  or  related  field. 
Should  have  a  minimum  of  three  years  experience  in  recruitment  advertising  sales. 
Previous  management  experience  in  nevvspaper,  broadcast  or  advertising  agency 
essential.  Must  possess  strong  knowledge  of  employment  industry  and  online  job 
sites.  Knowledge  of  Microsoft  Word.  Excel,  and  CMR  data. 

The  Sun-Sentinel  offers  a  competitive  salary  and  excellent  benefit  package. 

To  apply,  please  send  resume  to  the  attention  of: 

Sun-Sentinel 
Human  Resources 

333  SW  1 2  Avenue,  Deerfield  Beoch,  FL  33442 
Fax:  (954)  425-1518 
E-moil:  miorenzo@tribune.(om 


[ms  is  d  division  of  Sun  Chemicdl  Corpordtion  dnd  the 
Icdding  mdnuldcturer  of  quality  news  inks.  We  now  have 
opportunities  for  experienced  sales  representatives  to  build 
and  de'velop  customr'r  relationships  and  drive  s.iles  growth  in 
our  Atlanta  and  Cincinnati  areas. 


Give  yourself  the  competitive  edge 
in  territories  poised  for  growth: 
Atlanta  and  Cincinnati. 

To  qualify,  you  must  f)e  a  self-starter  eager  to  learn  our  busi¬ 
ness  and  share  in  the  excitement  of  what  we  do.  You  must 
also  have  3-(-  years  of  sales  succc'ss  with  news  ink,  graphic 
arts,  or  an  allied  industry;  excellent  communications  and  PC 
skills;  and  the  ability  to  thrive  in  a  fast-paced  environment. 

Wc  offer  a  competitive  salary,  sales  Ixjnus  plan,  and  complete 
benefits  package,  including  company  car  and  insurance. 

401  (k)  and  retirement  plans,  and  a  tuition  assistance  program. 

Tor  prompt  consideration,  please  send  your  resume  with 
salary  requirements  to  our  corporate  headquarters  by 

fax:  201-935-7305,  e-mail: 
david.bcnsonCausink.com,  or 
mail  to  US  Ink,  Dept.  )C,  651 
W  —  n  Garden  Street,  Carlstadt,  NJ 

I II 07072 .  No  phono  calls,  |)k‘aso.  An 
ec|ual  (ii)|xxtunit\  employer  nvf/rkv. 


Sun-Sentinel 


aTRIBl'NEcompany 
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ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING 


CLASSIFIED  ADVERTISING 
DIRECTOR 

The  Cincinnati  Enquirer,  a  Gannett  Co.,  Inc.  newspaper,  is  seeking  a  Classified  Advertising 
Director  to  join  our  advertising  sales  management  team.  This  position 
reports  directly  to  the  VP  of  Advertising. 

Our  Classified  Advertising  Director  is  the  chief  sales  executive  that  drives  the 
strategic  and  tactical  leadership  for  the  department.  The  position  is  responsible  for 
planning,  developing  and  executing  product  and  sales  strategies  to  achieve  total  and 
other  product  revenue  goals.  The  Director  will  consistently  analyze  market  trends, 
competition  and  our  own  sales  results  to  anticipate  opportunities  and  problems  and 
quickly  bring  to  market  solutions.  In  addition,  this  position  will  improve  existing  products  and 
create  new  products  based  on  market  analysis  that  meets  the  needs  of  advertisers  and  clas¬ 
sified  readers.  This  includes  strong  integration  of  core  print,  Internet, 
free  distribution  and  other  products  across  all  categories.  Must  be  involved  in  the 
sales  process  by  listening  to  front-line  employees,  making  calls,  entertaining  clients 
and  joining  industry  organizations. 

The  qualified  candidate  will  have  at  least  five  years  of  successful  sales  management 
experience  preferably  in  a  metro  newspaper  environment.  The  candidate  must  have  a 
proven  track  record  of  meeting/exceeding  revenue  goals,  launching  and  growing  Internet 
and  non-traditional  products  and  a  history  of  developing  sales  talent.  A  superior 
knowledge  of  marketing  and  current  business  trends  is  required.  A  four-year  degree  is 
preferred  in  business  or  a  related  field  or  equivalent  work-related  experience. 

The  Cincinnati  Enquirer  provides  a  competitive  salary  and  a  comprehensive  benefits 
package.  We  welcome  diversity  and  maintain  a  safe  drug  free  work  place.  Pre-employment 
drug  testing  is  required.  Candidates  who  are  interested  in  joining  a  results-oriented  team 
should  send  their  resume  with  salary  history  to: 

Ruben  Montoya,  VP/Human  Resources 

The  Cincinnati  Enquirer 

312  Elm  Street,  Cincinnati,  OH  45202 
Or  E-mail:  hr@enquirer.com 

An  Equal  Opportunity  Employer 


INTERNATIONAL 
ADVERTISING  DIRECTOR 

International  newspaper  seeks  experi¬ 
enced  advertising  sales  manager  for 
international  and  national  accounts. 
Five  years  or  more  experience  in  ad¬ 
vertising.  Has  oversight  of  the  paper's 
operations  worldwide.  Excellent  com¬ 
munication  skills.  Experience  with 
newspapers  is  preferred.  Competitive 
salary  and  benefits.  Candidates 
should  send  a  cover  letter,  resume 
and  salary  requirements  to: 

jobs@stripes.osd.mil 
DoD/NAF  Is  an  EOE 


E&P'S  CLASSIFIED 

the  newspaper 
industry’s  meeting^ 
place. 

888.825.9149 


ADVERTISING 

DIRECTOR 

We  have  a  fine  seven  day  newspaper 
in  a  growth  market,  and  desirable 
area.  Now  we  need  a  talented  advertising 
professional  with  the  ability  to 
train  and  motivate  a  staff.  Must  be 
goal  oriented,  and  understand  budgeting. 

Advancement  opportunities.  Contact: 

John  Shields 

P.O.  Box  111,  Taunton,  MA  02780 
Phone:  (508)  880-9040 
E-mail:  jshiefds@journafregister.com 


EDITORIAL 


FEATURES  EDITOR 

The  Naples  Daily  News  has  an  immediate 
opening  for  a  Features  Editor. 
The  Daily  News  is  a  67,000  daily  on 
Florida’s  beautiful  southwest  coast.  Our 
features  coverage  relies  heavily  on  local 
stories.  We’re  looking  for  a  person 
with  a  degree  in  journalism  or  a  related 
field,  5  years  experience  in  daily  news¬ 
papers  and  2  years  experience  as  fea¬ 
tures  editor  of  a  daily  newspaper.  Send 
resume,  clips  and  the  names  and  tele¬ 
phone  numbers  of  3  references  to: 
William  Blanton,  managing  editor, 
Naples  Daily  News,  1075  Central  Av¬ 
enue,  Naples,  FL  34102 


SALES  MANAGER: 
BUSINESS  &  HEALTHCARE 

Are  You  the  One  To  Take  Us  to  the  Next  Level? 

After  launching  two  new  targeted  products  in  the  St.  Louis  area  with  great  success,  we're 
looking  for  the  right  person  to  take  us  to  the  next  level.  The  Advertising  Division  of  the  St. 
Louis  Post-Dispatch  is  looking  for  a  results  driven  leader  to  grow  revenue  and  active  ac¬ 
counts  in  the  Business  and  Healthcare  industry  segments. 

The  qualified  candidate  will  provide  coaching  and  leadership  to  a  team  of  account  execu¬ 
tives  assigned  by  category.  The  ideal  candidate  will  work  with  other  sales  divisions  of  the 
advertising  department  to  ensure  activity  in  these  segments  from  their  various  sales 
staffs.  The  ideal  candidate  will  work  to  grow  both  business  and  health  segments  through 
our  core  products,  through  new  product  development  and  through  enhanced 
relationships  with  organizations  that  focus  on  these  two  categories. 

The  successful  candidate  will  possess  the  following:  a  minimum  of  five  years  progressively 
responsible  advertising  sales  and  or  sales  managem.ent  experience,  and  the  ability 
to  evaluate  products,  make  recommendations  for  improvements,  and  work  collegially 
with  other  departments  within  the  Post-Dispatch. 

The  ideal  candidate  will  have  excellent  written  and  verbal  communication  skills,  excellent 
revenue  planning  and  forecasting  skills,  creative  problem  solving  skills,  exceptional  or¬ 
ganizational  skills  and  a  proven  track  record  of  measured  success.  A  college  degree  is 
required. 

The  St.  Louis  Post-Dispatch  offers  a  generous  benefits  package,  excellent  salary.  401(k) 
plan,  health,  dental  and  other  benefits.  Send  resumes  to: 

ST.  LOUIS  POST-DISPATCH 

Human  Resources:  Business  &  Health  and  Fitness  Sales  Manager 
900  North  Tucker  Blvd. 

St.  Louis.  MO.  63101 

or  send  your  resume  by  FAX;  (314)  340-3005 
or  by  E-mail;  pdhr@post-dispatch.com 


RETAIL  ADVERTISING  MANAGER 

Be  a  part  of  an  award  winning  newspaper,  located  in  beautiful  Corpus  Christ!  Texas 
and  an  award  winning  Fortune  500  Company,  E.  W.  Scripps.  We  are  currently  looking  for 
a  seasoned  manager  who  knows  how  to  achieve  goals  and  motivate  a  great  sales  team. 
You  will  manage  retail,  national  and  direct  mail  businesses.  Your  responsibilities  include 
overseeing  two  retail  sales  managers  and  a  sales  force  of  20  employees  responsible  for 
achieving  half  of  advertising’s  total  revenue. 

tf  you  have  a  minimum  of  3  years  of  newspaper  managerial  experience  and  a  background 
in  advertising  sales,  can  exceed  your  revenue  goals  and  want  to  enhance  your  career;  we 
want  to  talk  to  you.  Send  a  resume  to: 

Human  Resources  Department 
Corpus  Christ!  Caller-Times 
820  N.  Lower  Broadway,  Corpus  Christi,  TX  78401 

FAX:  (361)884-5357 
E-mail:  cthr@caller.com 

or  call  Jim  Pollard,  VP  of  Advertising  (361)  886-3661 

We  are  an  Equal  Opportunity  Employer. 


ACCOUNTING 


ACCOUNTING 


CONTROLLER 

Pennsylvania  newspaper  seeks  a  controller.  Responsibilities  include  overseeing  financial 
statement  preparation,  financial  analysis,  budgeting.  The  successful  candidate  will  manage 
the  billing,  accounts  payable  and  credit  staff  and  direct  the  human 
resources  and  employee  benefits  areas,  as  well. 

We  offer  an  attractive  salary  and  MBO,  401(k)  and  medical  benefit  in  a  region  with  a 
low  cost  of  living  outside  a  major  metropolitan  area. 

Send  resume  and  cover  letter  that  outlines  salary  history  and  requirements  to: 

Box  3697 

Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  New  York,  NY  10003 
E-mail  with  box  3697  in  subject  line:  hpreuss@editorandpublisher.com 


www.editorandpublisher.com 
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ADVERTISING 

ADVERTISING 

CIRCULATION 

CIRCULATION 


ADVERTISING  SALES 
MANAGERS 

The  State,  a  Knight  Ridder  newspaper,  located  in  Columbia,  SC  is  looking  for  an  ac¬ 
complished  Retail  Sales  Manager  and  Assistant  Classified  Advertising  Manager 
(ACAM).  The  primary  job  responsibilities  are  the  day-to-day  supervision  of  the  sales 
executives  and  achieving  budgeted  revenue  goals,  developing  strategies  and  products  de¬ 
signed  to  increase  revenue,  market  share  and  growing  active  accounts.  The 
successful  ACAM  candidate  should  have  online  sales  or  sales  management  experience. 

Newspaper  advertising  sales  experience,  solid  organizational,  communication  and  a 
bachelor’s  degree  are  required.  Excellent  written  and  oral  communication  skills  and 
the  ability  to  excel  in  a  fast-paced,  rapidly  changing  environment  is  necessary. 

We  are  South  Carolina’s  largest  newspaper  with  a  combined  circulation  of  120,000 
daily  and  150,000  Sunday.  We  offer  unlimited  career  growth  potential  and  a  competitive 
benefit  and  financial  packages,  which  includes  a  base  plus  bonus  plan. 

Please  send  a  cover  letter  and  resume  with  salary  requirements  to: 

Angela  Wright,  The  State 
P.O.  Box  1333,  Columbia,  SC  29202 


CIRCULATION 


CIRCULATION 


CIRCULATION  SALES  AND 
MARKETING  MANAGER 

The  Fayetteville  Observer,  a  67,000  family-owned  daily  in  southeastern  North  Carolina  is 
looking  for  an  experienced  circulation  marketing  professional  to  continue  our 
trend  of  circulation  growth.  The  Sales  and  Marketing  Manager  will  be  responsible  for 
all  home  delivery  and  single  copy  circulation  sales  efforts  to  include  NIE,  telemarketing,  di¬ 
rect  mail,  kiosk,  event  marketing,  crews,  third  party  sales,  point-of-purchase  promotions, 
and  carrier  sales  promotions. 

Candidates  should  have  a  proven  track  record  in  developing  and  implementing  successful 
sales  programs  in  competitive  markets.  We  offer  an  excellent  compensation 
and  benefit  package  with  one  of  the  best  401(k)  plans  in  the  industry.  We  are  an  All 
American  City  and  offer  an  excellent  area  of  the  country  to  live  and  raise  a  family. 
Send  letter  and  resume  with  salary  history  to: 

Rob  Kearley,  Circulation  Director 

THE  FAYEHEVILLE  OBSERVER 

P.O.  Box  849,  Fayetteville,  NC  28302 
E-mail:  kearleyr@fayettevillenc.com 


CIRCULATION 

DIRECTOR 

The  Free  Lance-Star 

The  Free  Lance-Star,  a  family-owned 
and  operated  50,000  circulation  daily  in 
Fredericksburg,  Virginia  is  seeking  a 
Circulation  Director  to  oversee  our 
growing  circulation  operation. 

We  seek  an  experienced  leader  to  con¬ 
tinue  our  record  of  circulation  growth 
through  strategic  marketing  and  cus¬ 
tomer  service.  A  bachelor’s  degree  and 
a  minimum  of  eight  years  management 
experience  in  newspapers  is  required. 
This  is  a  full-time  position  with  compre¬ 
hensive  benefits. 

To  apply,  please  send  your  cover  letter, 
resume,  and  salary  requirements  to: 

Human  Resources 
The  Free  Lance-Star 
616  Amelia  Street 
Fredericksburg,  VA  22401 
or  E-mail:  arock@freelancestar.com 
Equal  Opportunity  Employer 


CREW  SALES 
CONTRACTORS 
& 

KIOSK  SALES 
CONTRACTORS 

The  Atlanta  Journal-Constitution  has  im¬ 
mediate  opportunities  for  first  rate  Crew 
Sales  Contractors  and  Kiosk  Sales 
Contractors  in  the  suburban  area  of  the 
Atlanta  market. 

For  Crew  Sales,  contact  Larry  at: 
(404)  526-7979 

For  Kiosk  Sales,  contact  Letty  at: 
(404)  526-7816 


The  Free  Lance-Star  ;  “Making  the  simple  complicated  is 

616  Amelia  Street  j  commonplace:  making  the  compli- 

Fredericksburg,  VA  22401  cated  simple,  awesomely  simple, 

or  E-mail:  arock@freelancestar.com  i  [hat’s  creativity  " 

Equal  Opportunity  Employer  ' 

_  _  i  -  Charles  Mingus 

C8  EDITOR  &  PUBLISHER  CLASSIFIEDS  JUNE  2004 


SALES  MANAGER 

CIRCULATION 

Weekly  newspaper  group  with  publications  in  central  New  Jersey  and  Pennsylvania 
is  currently  seeking  a  dynamic  and  innovative  Circulation  Sales  Manager  to  lead  our 
sales  team,  developing  promotional  programs  and  community  events  that  will  enhance  our 
track  record  of  continued  growth.  The  ideal  candidate  will  be  a  creative 
self-starter  who  thrives  in  a  fast  paced,  team-oriented  environment.  Sales  and  supervisory 
experience,  and  computer  literacy  required.  Circulation  sales  experience  required.  Strong 
communication,  organizational  and  multi-tasking  skills  required.  Marketing  and  managerial 
experience  a  plus.  Driver’s  license  and  vehicle  required.  We 
offer  a  competitive  base  salary,  an  excellent  well-rounded  benefits  package  and  out¬ 
standing  incentive  plan.  If  you  have  what  it  takes  to  implement  a  successful  sales 
and  marketing  program,  we  want  to  speak  with  you.  Send  resume,  including  salary 
history  and  requirements  to: 

The  Princeton  Packet,  Inc.  (E&P) 

P.O.  Box  350,  Princeton,  NJ  08542 
ATTN:  Human  Resources 
Fax:  (609)  921-8648  E-mail:  HR@pacpub.com 
Visit  our  website  at:  www.packetonline.com  EOE 


CIRCULATION 


iM  k  r‘\*T  q 


The  Herald-Mail  Company  has  an  im¬ 
mediate  opening  for  a  Circulation  Man¬ 
ager.  This  position  reports  to  the  Circu¬ 
lation  Director,  and  is  responsible  for 
all  day-to-day  operations  within  the  Cir¬ 
culation  Department. 

We’re  looking  for  someone  with  a  proven 
circulation/distribution  track  record, 
including  successes  in  the  areas  of 
growth,  customer  service,  retention  and 
TMC  products.  We’re  also  seeking  a 
true  leader,  an  individual  who’s  skilled 
in  coaching,  time  management,  motiva¬ 
tion,  listening  and  effectively  communi¬ 
cating.  Knowledge  of  a  two-cycle  print 
publication,  current  ABC  rules  and 
Publishing  Business  System  software 
are  a  plus. 

The  position  offers  an  excellent  base 
salary/commission  package,  plus  all 
company  benefits,  including  retirement, 
401(k)  and  paid  vacation.  The  Herald-Mail 
is  located  60  miles  west  of 
Baltimore  and  Washington,  DC  in  scenic 
western  Maryland.  The  paper  has 
won  Newspaper  of  the  Year  honors  in 
the  Maryiand-Delaware-DC  Press  As¬ 
sociation  Editorial  contest  nine  of  the 
last  12  years. 

If  you  have  what  it  takes  for  this  re¬ 
warding,  challenging  position,  please 
send  cover  letter,  resume  and  salary 
requirements  to: 

Human  Resources  Director 
The  Herald-Mail  Company 
100  Summit  Avenue 
Hagerstown,  MD  21740 
humanresources@herald-mail.com 
EOE 


SINGLE  COPY 


The  Daily  Press,  located  in  Newport 
News,  VA,  has  an  exciting  opportunity 
in  our  Circulation  Department  for  a 
professional  with  proven  leadership 
abilities  and  strong  interpersonal  and 
management  skills. 

Qualified  candidates  should  also  have 
a  college  degree  or  equivalent  related 
experience.  Prefer  at  least  five  years 
newspaper  circulation  department  ex¬ 
perience  and  a  through  knowledge  of 
newspaper  operating  departments, 
budgeting  and  marketing. 

The  successful  candidate  will  manage 
the  Single  Copy  Division  of  the  Circulation 
Department,  reporting  directly  to 
the  Circulation  Manager. 

Responsibilities  include  the  day  to  day 
operations  of  the  division  as  well  as 
preparation  of  circulation  plans  and 
recommendation  of  organization  struc¬ 
ture  and  staffing.  Will  maintain  extensive 
contact  with  other  department  and 
division  managers,  contractors  and 
customers. 

The  Daily  Press  is  the  Hampton 
Roads  subsidiary  of  Tribune 
Company.  We  offer  a  competitive  salary 
and  an  excellent  benefits  package. 
Please  apply  with  a  resume,  including 
salary  requirements,  to: 

Daily  Press 

Attn:  Human  Resources  KP 
7505  '.Varwick  Boulevard 
Newport  News,  VA  23607 
E-mail:  resumes@daiiypress.com 
FAX:  (757)  247-7884 
EOE 
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INFORMATION  SYSTEMS 


MANAGING  EDITOR 

for  Colorado  Daily  Newspaper 
Vibrant  newspaper  along  Colorado’s 
northern  Front  Range,  seeks  Managing 
Editor  to  lead  award-winning  staff  of  jour¬ 
nalists. 

The  Longmont  Daily  Times-Call,  21,000 
weekdays  and  23,000  Sundays,  has  won 
the  Colorado  Press  Association’s  General 
Excellence  Award  and  the  National  News¬ 
paper  Association’s  Best  of  the  States 
award. 

The  position  offers  a  robust  environment 
in  a  growing  region.  The  successful  can¬ 
didate  should  balance  community  role 
with  aggressive  news,  sports,  and 
feature  coverage. 

Journalism  degree  and  at  least  5  years 
daily  newspaper  editing  and  newsroom 
management  experience  required.  Edito¬ 
rial  writing  experience  needed. 

Send  letter  of  application,  resume  and 
references  to: 

Attn:  Human  Resources 
Daily  Times-Call,  P.O.  Box  299, 
Longmont,  CO.,  80502-0299 
or  FAX  to:  (303)  776-0837 
or  E-mail:  hr@lehmancomm.com 


MANAGING  EDITOR 

Money-Media,  a  growing  publishing 
company  located  in  New  York  City,  is 
seeking  a  smart,  enthusiastic  managing 
editor  to  launch  and  then  lead  a 
monthly  business  newsletter.  Solid  re¬ 
porting  background  required.  Editing 
experience  preferred.  Motivated  person 
vrho  cares  about  the  publication’s  success 
wanted.  Editor  will  report  and  write 
clear,  concise  news  articles,  oversee 
one  strong  reporter  and  take  ownership 
of  the  publication’s  future.  Competitive 
salary.  Please  E-mail  or  fax  resume 
and  cover  letter  to: 

GDaly@Money-Media.com 
(212)  616-3882  Attn:  Gavin  Daly 


NEWS  EDITOR 

The  Daily  Triplicate,  a  6,00(kirculation 
morning  newspaper  on  California’s  spec¬ 
tacular  Redwood  Coast,  seeks  a  news 
editor  to  oversee  design  and  pagination 
of  the  paper,  lead  a  two-person  copy 
desk  and  be  in  charge  of  the  newsroom 
at  night.  Excellent  opportunity  tor  a  copy 
editor  with  some  daily  experience  to 
make  the  move  into  management.  The 
Daily  Triplicate,  a  Western  Communica¬ 
tions  newspaper,  offers  competitive  pay, 
a  good  benefits  package  and  prospects 
for  advancement.  Send  work  samples, 
resume  and  references  to:  Mike 
Schmeltzer,  Editor,  The  Daiiy  Tripli¬ 
cate,  P.O.  Box  277,  Crescent  City, 
CA  95531. 


FINANCE  DIRECTDR 

Do  you  enjoy  the  hands-on  challenge  of 
making  sure  that  all  finance  records  are 
reported  properly  and  all  the  books 
close  on  time  each  month?  Do  you  like 
an  environment  where  things  are 
changing  and  multitasking  is  an  everyday 
occurrence? 

Then  we  have  the  position  for  you.  The 
Los  Angeles  Daily  News  is  looking  for  an 
experience  Finance  Director  to  oversee 
the  financial  reporting  of  our  operations 
in  Woodland  Hills  and  Valencia, 
California. 

Must  be  Excel  proficient,  prefer 
JDEdwards  and  Outlook  experience  with 
3  years  media/publishing  experience.  BA 
in  Accounting  with  7  years  accounting  ex¬ 
perience  also  preferred.  Contact: 

Joan  Dzuro,  SPHR 
LA  Daily  News 
21221  Oxnard  Street 
Woodland  Hills,  CA  91367 
Fax:  (818)  713-0048 
E-mail:  jobs@dailynews.com 


MAILROOM 


INSERT 

MACHINE 

OPERATOR 

The  Gainesville  Sun,  the  leading  news¬ 
paper  in  Gainesville  Florida,  is  seeking 
an  experienced  insert  machine  operator. 
Candidate  should  have  5  years  of 
set-up  and  operation  of  a  Harris  14-72 
itiseit  machine.  Additional  equipment 
includes  Quipp  stackers  and  bottom 
wrappers,  Dynaric  strappers,  Harris 
stitch  and  trimmer,  and  RockBuilt 
on-line  trimmer. 

Position  requires  second  shift  work 
with  varying  evening  hours. 

Owned  and  operated  by  the  New  York 
Times  Co.,  we  offer  excellent  benefits, 
pension,  401(k)  and  superior  health 
insurance.  Send  or  E-mail  your  resume 
and  cover  letter  to: 

Tom  Ross 

Distribution  Center  Manager 
P.O.  Box  147147 
Gainesville,  FL  32614-7147 
Or  E-mail:  rosst@gvillesun.com 
EOE  DFWP 


ADVERTISERS 


“Remember  always  that  you  have  dGOdlil 

not  only  the  right  to  be  an  inch-  I  11.1.1 
vidual,  you  have  an  obligation  to  i  Michele  Me 

be  one.”  646.65 

-  Eleanor  Roosevelt 

CIO  EDITOR  &  PUBLISHER  CLASSIFIEDS  JUNE  2004 


For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


PREPRESS  SYSTEMS  SPECIALIST 

Join  The  Washington  Post  Prepress  Systems  team  in  improving  Prepress  workflows 
and  supporting  a  variety  of  Prepress  systems.  Candidates  must  have  detailed  under¬ 
standing  of  prepress  process  flows,  with  5-t  years  experience  developing,  administering 
and  supporting  prepress  systems,  including  workflow  analysis,  publishing/pagination 
systems,  color  management,  Postscript  troubleshooting,  digital  imaging 
and  proofing,  ad  delivery  systems,  file  format  and  conversion,  RIPs  and  page  trans¬ 
mission  systems.  Win  NT/2000  or  UNIX  proficiency,  VB,  PERL,  Java,  and/or  C  expe¬ 
rience  preferred;  Bachelors  degree  or  equivalent  technical  training  in  a  related  field 
required. 

The  Washington  Post  offers  competitive  salaries,  opportunities  for  training  and  career  ad¬ 
vancement  and  an  excellent  benefits  package.  For  consideration  please  send 
resume  with  salary  requirements  to:  seresumes@washpost.com. 

We  are  committed  to  diversity  in  the  workplace 
and  promote  a  drug-free  work  environment 


MARKETING 


MARKETING 


MARKETING  AND  PUBLIC  RELATIONS  MANAGER 

The  Free  Lance-Star 

The  Free  Lance-Star,  a  family-owned  and  operated  50,000  circulation  daily  In  Freder¬ 
icksburg,  Virginia  is  looking  for  a  dynamic,  team-oriented  leader. 

The  Marketing  and  Public  Relations  Manager  will  coordinate  company-wide 
marketing  strategies  for  the  newspaper,  three  radio  stations  and  the  Internet  group. 
The  ideal  candidate  will  have  strong  management,  and  community  relations  skills. 
Must  have  five  -  eight  years  experience  in  marketing  and  promotions  (media  field  preferred) 
and  a  bachelor’s  degree  in  related  field.  This  is  a  full-time  position  with  a  comprehensive 
benefits  package.  To  apply,  please  send  your  cover  letter  and  resume  to: 

Human  Resources,  The  Free  Lance-Star 
616  Amelia  Street,  Fredericksburg,  VA  22401 
or  E-mail  to:  arock@freelancestar.com 

Equal  Opportunity  Employer 


MARKET  RESEARCH 


MARKET  RESEARCH 


RESEARCH  MANAGER 

We’re  seeking  a  marketing  savvy  research  professional  to  develop  market  research 
objectives  to  improve  the  organization’s  marketing  position,  and  implement  programs 
to  meet  strategic  goals  in  obtaining  strong  subscription,  advertising  and  readership 
growth. 

The  individual  will  work  closely  with  all  department  personnel  and  members  of  the 
business  community  in  developing  a  solid  and  effective  plan. 

A  Bachelor’s  degree  (B.A.)  and  a  minimum  of  three  years  rela’ied  experience. 
In-depth  knowledge  of  survey  research,  demographic  analysis  and  specific  newspaper  ex¬ 
perience  including  trends,  external  conditions  and  research  required. 

Excellent  oral  and  written  communication  skills,  highly  developed  people  skills  and 
demonstrated  time  management  skills  required.  Basic  computer  knowledge  and  familiarity 
working  with  spreadsheet  programs  necessary.  Media  experience  preferred. 

•  401(k),  Pension,  Medical  and  Dental  Plans 

•  Paid  Personal  Leave,  Vacation  and  Life  Insurance 

Please  send  resume  to: 

Human  Resources  Department 

Press  of  Atlantic  City  Media  Group 

1000  W.  Washington  Avenue,  Pleasantville,  NJ  08232 
ddaly@pressofac.com 
EOE,  M/F/H 


visit  our* I 
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www.editorandpublisher.com 


Phone:1-888-825-9149  -  CLASSIFIED  ADVERTISING  -  Fax :  (646)  654-5312 
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-HELP  WANTED- 


MARKET  RESEARCH 


MARKET  RESEARCH 


SENIOR  MARKETING  ANALYST 

This  position  will  be  the  lead  person  involved  with  compiling  and  presenting  proprietary 
and  syndicated  research  for  use  externally  and  internally.  They  will  also  conduct  focus 
groups  and  design  research  samples.  Additionally,  they  will  coordinate  the  negotiations 
with  research  firms  for  long  and  short-term  contracts. 

Requirements  include  previous  experience  in  a  newspaper  and/or  media  research  company 
compiling  and  presenting  data  to  external  and  internal  clients.  A  strong  technical 
background  in  databases  such  as  Claritas  and  Scarborogh  is  required. 

A  basic  knowledge  of  office  software  such  as  MSWord,  MSExcel,  PowerPoint,  and  mapping 
software  is  also  required.  A  Bachelor’s  Degree  in  a  related  field  and  strong  verbal 
and  written  communication  skills  are  required. 

Located  in  one  of  the  most  vibrant  cities  in  the  sunny  south.  The  Birmingham  News  offers 
a  competitive  salary  and  an  outstanding  benefits  package.  Contact  us  today!  Please 
send  responses  to  ;  Stan  Wheeler,  Human  Resources  Manager,  The  Birmingham 
News,  Birmingham,  AL  35203.  E-mail:  hr@bhamnews.com 


PRESSROOM 


PRESSROOM 


PRESSROOM  MANAGER 

The  Commercial  Appeal,  an  E.W.  Scripps  Company,  has  an  excellent  career  opportunity  for 
a  Pressroom  Manager.  The  Commercial  Appeal,  located  in  Memphis,  Tennessee,  is  the 
largest  newspaper  in  the  MidSouth.  This  position  directs  all  plate  room 
and  oressroom  personnel  and  operations  using  conventional  plate  making  equipment  and  a 
combination  of  32  Goss  Metro  mono  and  color  units. 

The  ''ight  individual  will  have  at  least  10  years  experience  or  the  equivalent  in  education  and 
experience  running  a  moderate  to  large  size  newspaper  printing  operation. 
Responsibilities  include  daily  operations,  purchasing,  scheduling,  quality  control,  personnel 
management,  and  departmental  budgeting.  The  Pressroom  Manager  will  also 
coordinate  pressroom  operations  with  other  departments  and  participate  in  planning 
for  new  initiatives. 

The  Commercial  Appeal's  location  in  Memphis,  Tennessee  provides  for  a  rich  cultural  and 
social  environment  with  very  reasonable  cost  of  living.  We  provide  an  excellent  benefits 
package  and  competitive  compensation  package.  Mail  resume  and 
salary  requirements  in  confidence  to: 

Charlotte  Cranford,  Employment  Coordinator 

The  Commercial  Appeal 

495  Union  Avenue,  Memphis,  TN  38103 


PRODUCTION/TECH 


PRODUCTION/TECH 


DIRECTOR  OF  OPERATIONS 

Seeking  a  Director  for  the  PrePress  and  Press  Operations  team  at  The  Flyer,  the 
South  Florida  Harte-Hanks  Shopper  unit.  As  a  member  of  the  Operating  Management  team, 
you  will  participate  in  the  development  and  implementation  of  plans  to 
support  the  business  strategy.  You  will  develop  work  process  measurements  and 
productivity  improvement  systems  including  CTP  installation  and  4-Color  press 
equipment.  Environmental  safety  is  also  a  key  responsibility.  The  ideal  candidate  wHI 
be  experienced  in  leading  and  developing  a  strong  team  of  managers,  preparing  and 
reviewing  operating  and  capital  expense  budgets  and  monitoring  all  vendor  Quality 
Assurance  activity.  The  preferred  candidate  will  have  a  Bachelor’s  degree  with  a 
minimum  of  10  years  of  print  manufacturing  management  experience  and  a  strong 
knowledge  of  pagination  and  4-Color  printing  technology.  Excellent  verbal  and 
written  communication  and  computational  skills  required.  Harte-Hanks  offers  attractive 
benefits  and  compensation,  plus  the  opportunity  for  professional  growth.  Please 
mail  or  fax  your  resume  and  salary  history  to: 

Harte-Hanks,  The  Flyer 
Attn:  Human  Resources 
11900  SW  128th  Street,  Miami,  FL  33186 
Fax:  (305)  254-8252 

An  Equal  Opportunity  Employer  and  a  Drug  Free  Workplace 


IFs  a_  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 

.editorandpublisher.com 


SALES  ACCOUNT  MANAGER 

CITYXPRESS,  the  leading  supplier  of  the  new  event  auction  product  for  newspapers 
requires  two  additional  sales  professionals  to  add  to  its  sales  team.  Due  to  a  rapid 
acceptance  of  the  program  and  the  introduction  of  the  next  generation  of  auctions  in 
a  marketplace  environment,  CITYXPRESS  is  growing  its  sales  force. 

Consideration  will  only  be  given  to  candidates  with  a  strong  background  of  sales  success 
within  a  newspaper  or  an  extensive  background  of  sales  into  the  advertising  departments 
of  newspapers.  These  positions  require  a  work-from-home  set  up  and  regular  travel  is  re¬ 
quired.  These  full-time  positions  bring  a  base  salary,  a  lucrative  commission  plan  and  par¬ 
ticipation  in  the  company’s  benefit  program.  Only  those  with  a 
positive  attitude  and  the  ability  to  work  as  a  self-starter  need  apply. 

Please  forward  your  resumes  in  confidence  to: 

Jim  MacKay,  VP  Sales/Marketing 
jmackay@cityxpress.com 


PRESSROOM 


A  high  volume  printing  company  in  the 
U.S.  is  seeking  an  experienced: 

PRESS  MAINTENANCE 
SUPERINTENDENT 

for  their  Hawaii  operations.  Preference  is 
given  to  team  players  with  leadership 
abilities,  pressroom  supervisory  experF 
ence  and  an  eye  toward  quality  work. 

A  minimum  of  3  years  experience  in 
press  maintenance  and  repair  is 
required.  Specific  experience  with  Goss 
Urbanite/Community  presses,  Jardis 
/Ebway  pasters,  and  post-press  newspa¬ 
per  handling  equipment  are  preferred. 
We  offer  a  competitive  salary  and  an  ex¬ 
cellent  benefits,  including  relocation  al¬ 
lowance. 

Send  a  E-mail,  which  includes  (1)  your  re¬ 
sume  attached  as  a  Word  document;  and 
(2)  a  cover  letter  explaining  your  under¬ 
standing  of  the  above  position  and  why 
you  believe  you  are  a  “good  fif  person 
for  that  position.  DO  NOT  use  ZIP  files 
for  these  attachments. 

E-mail  to: 

Ron  Nagasawa 
rnagasawa@mjdweek.com 
or  FAX  to:  (808)  235-5874. 


NEWSPAPER  SALES 
TRAINERS 

CityXpress,  the  leading  supplier  of 
event  auctions  for  newspapers  requires 
two  additional  contract  trainers  to  add 
to  its  sales  training  team.  A  strong 
training  background  and  a  history  of 
working  with  newspapers’  sales  reps  is 
required.  The  role  includes  the  facilitation 
of  training  sessions  on  the  exciting 
newspaper  event  auction  program  and 
in-market  sales  calls  with  the  newspapers’ 
sales  staff  over  a  one-week 
period.  The  positions  are  paid  on  a 
weekly  fee  basis  and  significant  travel 
throughout  the  country  is  required. 


Jim  MacKay,  VP  Sales/Marketing 
jmackay@cityxpress.com 


-POSITIONS  WANTED- 


ADVERTISING 


PROVEN  SALES  LEADER 

20  Years  combined  Advertising  Sales 
and  Circulation  Marketing  experience.  Ex¬ 
cellent  track  record  of  improving  ad  rev¬ 
enue  and  circulation.  Seeking  new  chaF 
lenge  in  small  to  medium  size  market. 
Zones  5-9.  Daily,  weekly,  magazine  and 
group  experience.  Specialty  and  niche 
publication  savvy;  matman@gci.net 


EDITORIAL 


CELEBRITY  INTERVIEWS 

Nationai  published  entertainment 
reporter  offers  exclusive,  one-orvone  in¬ 
terviews  with  beloved  character  actors 
and  stars  from  the  past,  many  of  whom 
have  moved  on  to  more  interesting  and 
positive  pursuits. 

I  don’t  shout  questions  at  A-list  stars 
from  behind  a  velvet  rope  at  a  premiere. 
That’s  for  the  tabloids.  Rates  are  based 
upon  circulation.  Please  let  me  know 
what  celebrities  you  would  prefer  as  I  am 
able  to  reach  almost  anyone. 

Please  contact  Russell  Adams  at: 

RAdams9632@aol.com 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 
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You’ve 


got  it. 

Now 

use  it 


Get  hourly  breaking  news,  exclusive  industry  reports 
and  more  —  only  at  E&P  online. 


If  you’re  not  using  E&P  online,  you’re  missing  out  on  critical  developments  in  the  newspaper  business. 


Every  hour,  every  day  E&P  online  brings  you  real-time  coverage  of  industry  news  and  events  as  they 
happen.  Plus  inside  reports  on  the  very  latest  in  the  newsroom,  financial  and  corporate  affairs,  advertising 
and  circulation,  technology,  syndicates  and  online  journalism.  Add  to  that  exclusive  access  to  updated 


classifieds  and  archived  articles  -  and  you’ll  understand  why  E&P 
online  is  your  industry  lifeline. 

Don’t  miss  another  day  of  vital  news  and  information.  Activate  your 
online  access  at  www.editorandpublisher.com/activate  today. 


iDITORef 

PUBLISHER 


You’ve  got  it.  Now  make  the  most  of  it! 


WWW.  editorandpublisher.  com 


Monthly  in  print. 

Hourly  online. 


EDITORe? 

PUBLISHER 


Order  your  copies  of  the  world's  best  source  books! 

You'll  find  everything  you  need  to  know  about  newspapers  oround  the  world  in  the  Editor  &  Publisher 
International  Year  Book,  the  encyclopedia  of  the  newspaper  industry.  Part  1  provides  the  most 
up-to-date  data  on  U.S.,  Canadian  and  foreign  dailies...news,  picture  and  syndicated  services... 
equipment/interactive  companies  and  more!  Part  2  covers  community,  specialty  and  free  publications. 

And  Part  3  is  a  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 

Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
Editor  &  Publisher  Market  Guide,  the  only  reference  with  both  quantitative  and  qualitative  dota, 
including  cost  of  living,  crime  and  quality  of  life  indices...graduation  levels...housing  and  rental  rotes... 
relocation  information...exclusive  economic  and  demographic  projections  and  much  morel 


%  - 


PUMJSHER  ANNUAL  DIRECTORIES 

Access  the  information  you  need... 
■■innni  instantly! 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 


Editor  &  Publisher 
INTERNATIONAL  YEARBOOKS 

POBOX  16748 

NORTH  HOLLYWOOD  CA  91615-6748 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 

Editor  &  Publisher 
MARKET  GUIDE 

PO  BOX  16748 

NORTH  HOLLYWOOD  CA  91615-6748 
II.I.....II.II . Il.l.l..ll..l...i.l..ll..l...ll.l 
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NEW  2004  EDITION  AVAILABLE  NOW! 


YEAR  BOOK 


YEAR  B(K)K 


YEAR  MKIk 

WHO'S  WHERE 


tDlTOR  -PUBLISHER 

INTERNATIONAL 


bj*  84  ye4fs...ev^ything  you  need  to  kn 
^%al>out  newsps|>er,s  around 

E&P’s  Internalmal  Year  Book  is  tne^uthiHfJtative sourc^tofind  the  pdttu 
need  to  reach  s^the  information  you  neect  lo  know  -  n^spaper  by  ne^^ 


DAILIES  ^WEEKLIES  •  YVH 


>  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 


VOL.  1 

•  U.S.  &  Canadian  Dailies 

•  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 

•  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


VOL.  2 

•  U.S.  &  Canadian  Community  Weeklies 

•  U.S.  &  Canadian  Shopper/TMC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 


I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 


>  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


VOL.  3 

•  Alphabetical  listing  of  personnel  from  Dailies, 
Weeklies,  Groups,  Services,  Shopper  and  Niche 
Publications 

•  Name,  Title,  Company,  Phone,  City  &  State 


Call  1-800-562-2706  to  Order  NOW! 

Buy  the  3  Volume  Set  for  only  $230  and  Save  30% 

Also  available  ONLINE. 

Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 

www.editorandpublisher.com/yearbook 


($A5  PWCES  HAVE 
skyrocketed,  THE 

deQcit  is  out  of 

COKTRa^THE  EOOtm 
IS  SHAKY  AND 
IRA9  15  ATCJTAL  ^\E$5. 


r<vrn.ifihad 

fO^^THJN©  TO 
CAPITALIZE  ON, 
I  P  EE  WAY 
AHEAD... 


Let's  biingyou  up  to  speed... 

Regular  visitors  to  E&P  Online  may  already 
have  seen  some  of  the  stories  below.  But 
for  those  who  would  take  advantage  of  our 
Web  reporting,  here’s  a  recap  of  some  of  f£P’s  top 
stories  for  the  past  few  weeks.  If  you  haven’t  done 
so  already,  activate  your  registration  now  by  visiting 
www.editorandpublisher.com/activate. 

APRIL 

MCo\  i:r,\ge  from  thk  NAA/ASNE 
coNMiNTiON  A  dozcn  stories 
from  the  scene  of  the  two  leading  industry 
groups’  annual  meetings  in  Washington, 
D.C.,  featuring  coverage  of  panels,  trends 
and  guest  speeches  by  President  Bush, 
Rumsfeld,  Hillary  Clinton  and  others. 

01  Editor  oiT.\T ‘USA  Tod.w’  Karen 
L I  Jurgensen  steps  down  in  wake  of  the 
continuing  Jack  Kelley  ethics  scandal. 

00  Kkllfv  report  rei.e.4.sed  Self-probe 
LL  by  USA  Today  team  finds  editors 
much  to  blame  for  failure  to  check  or 
question  the  reporter’s  misdeeds. 


on  New  editor 
LU  NAMED  AT  ‘USA 
Today’  Former 
Gannett  editor  and 
First  Amendment 
activist  Kenneth 
Paulson,  named  to 
succeed  Karen 
Jurgensen,  vows  to 
end  culture  of  “fear.” 


Editorial  Cartoon  of  the  Month 


GARY  MARKSTEIN,  MILWAUKEE  JOURNAL  SENTINEL/ 
COPLEY  NEWS  SERVICE,  MAY  16 


in  Monitor  in  i  roubee  More  belt- 
10  tightening  ahead  for  troubled 
Christian  Science  Monitor. 

PAPER.S  .SPI.n  ON  RUNNING  PHO  TO.S  OF 


‘Fear’-less  Kenneth 
Paulson  takes  over 


G.\Y  w'f:ddin{;.s  Some  put  on  front  page, 
but  no  kissing  allowed. 


11  I.etter  Be  Paper  in  Appleton,  Wise., 
1 1  requests  pro-Bush  letters  to  provide 
balance  —  then  thinks  better  of  it. 


Divi; RSin  .STUin  A  new  report 
reveals  that  the  ethnic  makeup 


MAY 


7  Going  into  wtthdrawai.  In  his 
column,  Greg  Mitchell  wonders  why 
nearly  half  the  public  wants  to  start  bring¬ 
ing  troops  home  from  Iraq,  yet  not  a  sin¬ 
gle  major  newspaper  has  voiced  this  view. 


62  editor  &  PUBLISHER  JUNE  2004 


6  Group  irving  to  ‘s.we’  CJR  .vnd  A  JR 
Legendary  editor  Gene  Roberts  heads 
groups  trying  to  raise  funds  for  both 
Columbia  Journalism  Review  and  Ameri¬ 
can  Journalism  Review. 


In  n:R.\CTi\  E  Snow  repori  Carl  Sullivan 
reviews  what  went  down  at  the  big  E&P! 
Mediaweek  show  in  Atlanta. 


10  Why  did  editors  ignore  AP  reporis 
Id  ON  Iraq  prisons?  Charles  J.  Hanley 
of  the  Associated  Press  broke  the  prison 
abuse  story  last  fall  and  few  papers  ran 
his  story  —  and  even  fewer  followed  up, 
Greg  Mitchell  reveals  in  his  column. 


GM  Rob  Curley  of  World  Online  at  the  Journal- 
World  in  Lawrence,  Kan.,  speaks  in  Atlanta 


of  only  13%  of  newsrooms  reflects  the 
local  population. 


TJ  Neuharth  c.aegs  for  U.S.  Pullout 
If  In  his  USA  Today  column,  Al  calls  for 
Bush  to  pull  out  of  the  re-election  race. 


01  Pew  survey  finds  journallsts 
concerned  .abou  t  futi'rl;  Large 
numbers  worry  that  cutbacks  will  lead 
to  decline  in  quality  and  standards, 
among  other  interesting  findings. 


www.editorandpublisher.com 


IQ  JOl'RNOS  VICTIMS,  TOO,  IN  IRAQ  PRLS- 
lu  ONS?  Reuters  says  three  of  its  employ¬ 
ees,  and  one  from  NBC,  were  abused  in 
Iraq  prison  in  January.  The  explicit 
details  are  released  to  E&P. 


01  I'lIREE  NEW  COLUMNS  ON  ONE  DAY 
L I  William  E.  Jackson,  after  the  Chalabi 
raid,  wonders  if  The  New  York  Times  will 
ever  correct  Judith  Miller.  Carl  Sullivan 
takes  on  the  controversy  over  Google 
News  earning  a  nomination  in  the  recent 
EPpy  race.  And  Greg  Mitchell  reveals 
how  it  feels  to  have  your  words  distorted 
by  Rush  Limbaugh  and  Abe  Rosenthal. 


,/USA  TODAY,  MC  LEAN,  VA.;  TOM  MILESI 
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NEWSPAPER  STOCK  PERFORMANCE  |  TOP  NEWSPAPER  ADVERTISERS 


i.:sl 


May  20  close 


%  change 


YOY 

30  days  ended  May 

Gannett  (GCI) 

87.56 

74.31 

17.8 

Dow  Jones  (DJ) 

47.10 

43.41 

08.5 

Knight  Ridder  (KRI) 

75.05 

66.30 

13.19 

Tribune  ORB) 

46.62 

49.38 

-05.5 

New  York  Times  (NYT) 

46.38 

45.53 

01.8 

E.W.  Scripps  (SSP) 

100.52 

83.00 

21.1 

Washington  Post  (WPO) 

914.00 

704.15 

29.8 

Belo  (BLC) 

28.96 

22.51 

28.6 

McClatchy(MNI) 

69.80 

58.98 

18.3 

Media  General  (MEG) 

69.25 

56.68 

22.1 

Lee  (LEE) 

47.01 

36.50 

28.7 

DJ  U.S.  Publishing  Index 

329.09 

285.05 

-01.7 

DJ  U.S.Total  Market  Index 

256.96 

214.77 

-02.9 

Source;  Dow  Jones  Indexes 


LOCAL  AD  SPENDING  ONLINE  IN  2003 


Total  advertising  revenue  last  year;  $2.1  Billion 

' -  Newspapers 

■■  Vertical  Pure-Plays 
■1  Online  Directories 
Hi  AOL,  MSN,  Yahoo,  Google 
I  I  TV/Radio/Other 

Source:  Borrell  Associates  Inc. 


READERS’  POLITICAL  AFFILIATIONS 


IH  Democrat 
Republican 
r  I  Independent 
■■  Independent,  but  feel 

_ closer  to  Democrat 

Independent,  but  feel 

_ closer  to  Republican 

I  I  No  affiliation 

Source:  Scarborough  Research,  national  survey  of  newspaper  readers.  Aug.  2002-Sept.  2003 


31% 

30% 


NUMBER  ONE  WITH  A  BULLET? 

A  sampling  of  newspapers  polled  on  accepting  gun  ads 

Newspapers 

Do  Not 

Take  Ads  for 

Take  All 

State 

Contacted 

Take  Gun  Ads 

Rifles/Shotguns 

Gun  Ads 

Delaware 

2 

0 

0 

2 

Florida 

23 

8 

4 

11 

Maryland 

20 

13 

5 

2 

Michigan 

15 

0 

5 

10 

New  Hampshire 

10 

2 

2 

6 

New  York 

23 

12 

3 

8 

North  Carolina 

11 

2 

0 

9 

Ohio 

21 

4 

5 

12 

Texas 

23 

0 

2 

21 

Wisconsin 

25 

5 

7 

13 

Source:  The  National  Campaign  to  Close  the  Newspaper  Loophole 


The  20  Companies  that  Spent  the  Most  on  Ads  in  2003 


1.  General  Motors  Corp.  Local  Dealer 

515,488.91 

2.  Verizon  Communications 

513,679.25 

3.  AT&T  Wireless  Services  Inc. 

510,408.67 

4.  Federated  Dept.  Stores  Inc. 

493,724.41 

5.  Sprint  Corp. 

477,033.76 

6.  Ford  Motor  Co.  Local  Dealer 

453,894.50 

7.  News  Corp.  Ltd. 

452,519.03 

8.  SBC  Communications  Inc. 

441,650.96 

9.  May  Dept.  Stores  Co. 

440,320.64 

10.  Time  Warner  Inc. 

384,195.47 

11.  DaimlerChrysler  AG  Local  Dealer 

354,281.68 

12.  Walt  Disney  Co. 

312,959.29 

13.  Toyota  Motor  Corp.  Local  Dealer 

295,890.64 

14.  General  Motors  Corp. 

286,733.79 

15.  DaimlerChrysler  AG 

264,861.79 

16.  Ford  Motor  Co.  Dealer  Association 

246,458.98 

17.  Valassis  Communications,  Inc. 

239,575.10 

18.  General  Motors  Corp.  Dealer  Assoc. 

237,990.31 

19.  Target  Corp. 

228,543.91 

20.  Honda  Motor  Co.  Ltd.  Local  Dealer 

226,918.20 

*Numbers  are  in  thousands. 

Source:  TNS  Media  Intelligence/CMR 

1  CMR  NEWSPAPER  ADVERTISING  INDEX  I 

2004  performance  compared  to  2003 

GAINS/LOSSES  IN  RETAIL  CATEGORIES 

Retail  category  YTD  Gain/loss% 

Mar.  2004  Gain/loss% 

Apparel/accessory  stores 

0% 

-9% 

Auto  supply/repair 

-6% 

-22% 

Books/stationery  stores 

19% 

-25% 

Building  materials 

9% 

35% 

Computer  stores 

21% 

20% 

Consumer  electronics 

16% 

7% 

Department  stores 

-15% 

-16% 

Discount  stores 

-25% 

-26% 

Drug  stores 

-41% 

-51% 

Food  stores 

4% 

1% 

Furniture  and  accessories 

6% 

0% 

Jewelry  stores 

20% 

26% 

Office  supply  stores 

2% 

87% 

Sporting  goods  stores 

2% 

0% 

GAINS/LOSSES  IN  CLASSIFIED  CATEGORIES 

Classified  category  YTD  Gain/loss% 

Mar.2004  Gain/loss% 

Automotive 

-2% 

-11% 

Education 

5% 

2% 

Other  display  classified 

-7% 

-14% 

Real  estate 
Recruitment 
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Source:  f&P/CMR  Newspaper  Advertising  Indices 
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The  BilCom  Group 
1-302-539-3763 
info@thebilcomgroup.com 
www.thebilcomgroup.com 

NEED  SPANISH-LANGUAGE  EDITORS 
OR  BILINGUAL  WRITERS  FOR  A  PROJECT? 

Our  team  of  award-winning  bilingual  journalists 
can  translate  stories  into  Spanish,  meticulously 
edit  copy  or  write  original  content  that  piques  the 
interest  of  Latino  readers. 


Harris^Aaseview' 

THE  MEOIASPAN  TOBLiSHING  DIVISION^ 


Melbourne,  Florida 
(321)  242-5000 

Ann  Arbor,  Michigan 
(734)  662-5800 
www.harrisbaseview.com 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  production  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 


Denex  Inc. 

412-369-3590 
gcarroll@denexinc.com 
vvww.denex.se 
NEXPO  2004,  Booth  #2025 

Track  Production  in  "REAL-TIME", 
see  Reports  "IMMEDIATELY"  and 
Control  Newsprint  "INVENTORY"  and 
"RUN-ABILITY"  with  DENEX  InfoTrack 
Systems!  Copy  counters  for  every  need. 
Even  a  sensor  that  connects  to  a  PC  to 
provide  a  simple  TOTALIZER! 


Route  Smart 

TECHNOLOGIES 

The  world's  most  intelligent  routing  system. 
1.800.977.7284 
info@routesmart.com 
WWW. routesmart.com 

The  RouteSmart  system  automatically... 

■  Balances  carrier  routes 

■  Sequences  subscribers  in  delivery  order 

■  Prints  detailed  turn-by-turn  driving 
directions  for  each  carrier 

■  Integrates  with  existing  subscriber 
management  systems 

Contact  us  to  coordinate  a  demo 
with  your  route  data. 


11000  Regency  Parkway 
Cary,  NC  27511 
919-469-1984 
info@FormRouter.com 
vvvvw.FormRouter.com 

"With  FormRouter,  we  increased  online 
subscriptions  by  163%  in  two  months 
and  secured  pre-payment  from  80%  of 
these  orders. " 

Daniel  Williams 
Subscriber  Services  Manager 
The  News  and  Observer 
Raleigh,  NC 


Of  THB  MUILBB  UAftTINI  GBOUP 

Graphic  Management  Associates,  Inc. 
2980  Avenue  B 
Bethlehem,  PA  18017 
Phone:  (610)  694-9494 
Fax:  (610)  694-0776 
vvww.gma.com 

GMA  serves  newspaper  packaging  and  distribution 
needs  with  the  industry's  most  extensive, 
technically  advanced  and  proven  line  of  high  speed 
inserting,  conveying,  bundle-building  and  bundle 
distribution  systems,  supported  by  GMA’s  state-of- 
the-art  production  control  software. 


Qq.  kba  tks 


3900  East  Market  Street 
York,  PA  17402-0615 
Phone:  (717)  505  1150 
Fax:  (717)  505  1161 
sales@kbapa.com 
www.kba-print.com/pa 

As  a  member  of  the  KBA  group,  KBA  North 
America  offers  a  complete  line  of  single-width  and 
double-width  flexographic  and  offset  printing 
machinery:  the  COLORM/\X/ll/SW  for  flexography; 
the  COLORA/PRISMA/COMMANDER  for  the 
double-width  offset;  the  CONTINENT/COMET  for 
the  single-width  applications.  Shaftless  drives  and 
split-arm  reels  are  featured  as  standard. 


Mike  Shafer 
Phone:  (972)  437-4466 
Fax:  (972)  437-5858 
sales@tkspress.com 
vwvw.tksusa.com 
1201  Commerce  Drive 
Richardson,  TX  75081 

The  TKS  ColorTop  produa  line  includes  the 
ColorTop  7000  printing  at  85,000  CPH  and  the 
ColorTop  3100  singlewide  press  which  prints  at 
51,000  CPH.  Additionally,  TKS  can  add  our 
shaftless  towers  to  your  existing  press  and 
upgrade  your  inking  system  to  Digital  Ink  Pumps. 
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To  catch  a  thief 


IN  THE  WAKE  OF  THE  JaYSON  BlAIR  AND  JaCK  KeLLEY 
scandals,  background  reviews  for  job  applicants  are  on 
the  rise.  Still,  all  the  reference  checks  and  resume  scouring 
in  the  world  can’t  guarantee  that  a  Blair  or  Kelley  won’t 
do  their  dirty  work.  “The  problems  that  have  been  uncovered 
would  not  have  been  fixed  through  recruiting  efforts,”  says  Tara 
Connell,  a  Gannett  spokeswoman,  referring  to  the  Kelley  episode 
at  her  company’s  own  USA  Today. 

And  Jeff  Cohen,  editor  of  Hearst’s  Houston  Chronicle,  says  the 
recent  ethical  lapses  should  not  push  newspapers  to  overhaul  good 


background  policies.  “Because  Jayson  Blair 
and  Jack  Kelley  are  reprehensible  doesn’t 
mean  we  have  added  the  question,  ‘are  you 
a  liar?’  to  the  standard  [recruiting]  reper¬ 
toire,”  he  says. 

But  that’s  close  to  what  The  New  York 
Times  is  now  doing.  The  paper  has  added  a 
new  recruitment  questionnaire 
that  asks,  point  blank,  if  would- 
be  employees  have  ever  plagia¬ 
rized.  “It  is  only  being  done 
when  we  are  ready  to  make  an 
offer,”  Bill  Schmidt,  Times  asso¬ 
ciate  managing  editor/resources 
and  planning,  says  about  the 
requirement  that  went  into 
effect  in  February.  “We  take 
this  very,  very  seriously.” 

Schmidt  says  the  document, 
which  also  asks  for  seven  years  worth 
of  past  residences,  plus  employment, 
education,  and  criminal  history,  is  aimed 
at  having  each  new  employee’s  background 
on  the  record.  But,  surprisingly,  he  says  an 
admission  of  past  plagiarism  or  deceit 
would  not  automatically  mean  a  job  offer  is 
removed.  “We  would  have  to  get  an  expla¬ 
nation  of  what  it  is  and  sit  down  and  talk 
about  it,”  he  says. 

The  Tvtws  is  just  one  of  numerous  news¬ 
papers  whose  editors  are  taking  recruit¬ 


ment  more  seriously.  “I  am  far  more  skepti¬ 
cal  of  what  1  see  on  a  resume,”  says  Dennis 
Ryerson,  editor  of  The  Indianapolis  Star, 
which  withdrew  a  job  offer  from  sports 
columnist  Mike  Freeman  several  months 
ago  after  finding  out  Freeman  had  lied 
about  being  a  college  graduate.  “We  are 
now  verifying  any  academic 
records,  and  asking  more  ques¬ 
tions  of  candidates  about  their 
professional  backgrounds.” 

Sherrie  Marshall,  executive 
editor  of  The  Macon  (Ga.)  Tele¬ 
graph,  reassessed  after  one  of 
her  former  reporters,  Khalil  Ab¬ 
dullah,  w  as  found  in  March  to 
have  stolen  elements  of  stories 
from  several  new'spapers  going 
back  more  than  a  year.  She  had 
hired  Abdullah  in  2002  knowing  that  he’d 
lost  a  previous  job  at  the  Fort  Worth  (Texas) 
Star-Telegram  for  plagiarism.  “He  admitted 
it  when  we  had  talked  about  him  coming 
on  board,”  Marshall  recalls.  After  careful 
consideration  “and  believing  he  had  learned 
his  lesson,”  she  okayed  him  anyway. 

But  after  seeing  Abdullah  commit  similar 
offenses  again,  Marshall  says  she  would 
never  hire  a  known  plagiarist.  Her  paper 
has  even  instituted  new  safeguards  for  in¬ 
vestigating  the  backgrounds  of  applicants. 


including  the  use  of  Lexis-Nexis  to  check 
clips.  “It’s  too  big  a  risk  to  take,”  she  said 
about  hiring  someone  wdthout  checking. 

The  reactions  of  Ryerson  and  Marshall 
are  common  among  editors  who  say  they 
can  no  longer  take  job-seekers  at  their 
word.  “Reference  checks  have  always  been 
part  of  what  we  do,  but  the  tone  is  now  dif¬ 
ferent.  Questions  about  character  and  what 
makes  a  person  tick  are  more  appropriate,” 
says  Peter  Bhatia,  executive  editor  of  The 
Oregonian  in  Portland. 

None  of  the  country’s  major  newspaper 
chains  report  changing  their  background 
check  policies  in  the  past  year.  Gannett  Co., 
Inc.  and  The  Tribune  Co.  have  had  what 
executives  contend  are  thorough  back¬ 
ground  checks  in  place  for  years.  Hearst 
Newspapers  has  no  such  policies  chainwide 
and  MediaGeneral,  Inc.  contracts  with  an 
outside  firm  to  conduct  formal  resume  re¬ 
views  of  new  hires. 

But  a  more  aggressive  approach  seems 
to  be  growang  at  various  newspapers,  where 
editors  contend  that  they  are  reviewing 
even  the  most  accomplished  reporters  with 
a  closer  eye.  “It  reinforces  my  belief  that 
character  is  as  important  as  anything  else 
in  a  reporting  job,”  says  John  Carroll,  editor 
of  the  Los  A  ngeles  Times,  which  has  used 
a  background  check  service  for  10  years. 

“We  will  probably  be  even  more  attentive 
to  character  than  we  were.” 

But  even  with  closer  scrutiny  of  appli¬ 
cants,  editors  remain  limited  in  what  they 
can  find  out  about  a  job  seeker’s  past.  While 
references  can  help  paint  a  picture,  several 
newsroom  leaders  say  that  they  do  not 
expect  former  employers  to  be  completely 
honest  about  applicants. 

“A  lot  of  places,  including  us,  remain 
circumspect,”  says  Jack  Fuller,  president  of 
Tribune  Publishing,  one  of  several  newspa¬ 
per  executives  who  cited  the  reluctance  of 
former  employers  to  criticize  their  past 
employees  for  fear  of  prompting  legal 
action  against  them. 

During  an  ethics  panel  discussion  at 
the  ASNE  convention  in  Washington,  D.C., 
in  April,  several  editors  debated  the  wisdom 
of  asking  applicants  to  sign  agreements 
that  would  waive  their  right  to  sue  a  former 
employer  who  discussed  their  past  work. 

“I  thought  that  was  interesting,”  Fuller  says. 

In  the  end,  however,  newsrooms  still 
must  operate  on  trust  —  if  there’s  any  left.  1) 
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IF  YOU'RE  GOING  TO  RISK  YOUR  LIFE 

As  a  professional  journalist,  there  just  might  come  a  time  when  you  put  yourself  in  peril  to  get  a 
once  in  a  lifetime  shot.  At  times  like  those,  you  better  have  a  camera  with  as  much  guts  as  you.  f|H|^ 

TAKING  PICTURES, 

HThe  incredible  new  Canon  EOSl  D  Mark  II  is  that  camera.  With  an  astonishing  8.5  fps  for  up  to  40 
shots  and  an  8.2  MP,  extra-large  CMOS  sensor,  there  are  virtually  no  limits  to  what  it  can  do. 

YOU'D  BETTER  NOT 

Combine  that  with  the  legendary  durability  of  our  "1  D-series"  body  construction  -  a  weather-resistant 
magnesium  alloy  body  and  a  shutter  that^s  been  tested  up  to  200,000  cycles,  and  you've  got 

RISK  THE  PICTURES 

a  camera  that's  up  to  anything  you  throw  at  it.  So  if  you're  one  of  those  people  who  value  their  pictures 
more  than  their  own  skin,  get  the  camera  that  knows  the  value  of  dependability.  Before  it's  too  late. 

YOU'RE  TAKING. 

INTRODUCING  THE  CANON  E0S-1D  MARK  II  .1  » 


Canon 

KNOW  HOW® 


digital  REVOLUTIONIZED  photography  ■  we  REVOLUTIONIZED  digital' 

62004  Canon  U  S  A.,  inc.  Canon.  EOS.  and  Canon  Know  How  are  registereo  trademarks  and  drjtal  REVOLUTIONIZED  pWograptiv  • «  REVOLUTIONIZED  drgrtal  and  DrGIC  are  trademadrs  of  Canon  Inc.  Vrsrt  us  at  www.caroneoscom  or  call  1-80C-OK-CANON. 
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Brian  is  very  happy.  Things  have  gone  very  well  since  his  newspaper  installed  Brainworks.  His  classified  sales  are  up. 

His  outside  reps  are  maximizing  face-time  with  remote  wireless  tools.  His  customers  are  buying  ads  on  the  web  and  his 
marketing  department  has  multiplied  their  opportunities.  Best  of  all,  at  the  touch  of  a  button,  he  instantly  sees  how  all 
of  his  departments  are  doing. 

It's  time  for  you  to  be  this  happy  too.  Get  totally  wired  with  BRAINWORKS™.  The  user-friendly,  feature-rich  advertising 
software  adored  by  newspaper  advertising  departments  throughout  North  America.  Get  happy-call  BRAINWORKS™  today. 

BRAINWORKS™  for  higher  profits. 


Classified  Advertising  •  Database  Marketing  •  Display  Advertising  •  Pagination 
Billing  /  Accounts  Receivable  *  Sales  Force  Automation  •  Web  /  Palm  Access 


100  South  Main  Street  /  Sayville,  NY  11782 
Tel:  800-755-1111  /  Fax:  631-563-6320 
www.brainworks.com  /  info@brainworks.com 


Brainworks 

Software 
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